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The most COMPLETE and AUTHORITATIVE Guide to 


BETTER KITCHEN and 
BASEMENT PLANNING 


13 Chapters—45 Pages 
15 Full Page Photographs of Modern Gas Kitchens 


SECOND EDITION, new and up-to-date, of the Association's 
popular book ‘‘Modern Kitchens—A Handbook for Design and 


Construction” is now available. The first edition, published in 1933, 
has been used by more than 300 gas companies as a guide in solving 
their kitchen planning problems. Although distributed exclusively to 
gas companies, copies found their way into the hands of kitchen plan- 
ning and equipment specialists who have stated that it constituted the 


most helpful and authoritative guide used in their daily work. 


SNYOPSIS 


. Principles of Planning the Modern _ g. Use of Existing Conditions in Old 
Kitchen. Kitchens. 

. Selection and Location of Gas Ap- 19, Planning the Kitchenette and 
pliances. Apartment Kitchen. 

. Types of Other Fundamental 
Kitchen Equipment. (Sinks, Work- 
tops, Cabinets.) 

. Specialized Storage for Utensils, 
Linens, Supplies. . Storage Requirements for China 

. Smaller Accessory Equipment. and Glassware. 

5. Wall and Floor Coverings. . Suggestions for Organizing and Op- 

. Lighting Fixtures and Electrical erating a Kitchen Planning Service. 
Outlets. . Fifteen Full Page Photographs (in 

. Decorative and “Period” Treat- pocket) of Modern Gas Kitchens. 
ments for the Kitchen. Twelve Plans for Architects. 


. Dining Alcoves, Pantries and Laun- 
dry Space. 


. Planning the Modern Basement. 


Copies of the Second Edition of ‘Modern Kitchens and Basements— 
A Handbook for Design and Construction” are available to member 
companies at the following prices: 

1-10 Copies $3.00 each 


Next 40 copies 2.00 each 
All over 50 copies 1.50 each 
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A New Fears Message 


MG message to the 


gas industry is one of faith and confi- 
dence, but also one of serious concern. 
My reasons for faith and confidence are 
that we already have 16,000,000 custom- 
ers; that we have a product and a service 
which cannot be surpassed in its field; 
that we have modern, attractive, conven- 
ient and efficient appliances; that we 
supply a service with the highest degree 
of reliability; and that, together with all 
of these advantages, generally speaking, 
it costs the consumer considerably less to 
do his cooking, water-heating and refrig- 
erating with gas than with any acceptable 
substitute. 
My reasons for concern are that our 
President Hassett customers, that is to say, the general pub- 
lic, don’t know these things. Most of them don’t have modern appliances and many 
of them don’t know that such appliances exist. To them, gas means an old black 
range, with perhaps a side-arm water-heater, which has to be lighted with matches, 
has no automatic features, and no appeal. To them, attractive, clean, convenient, 
automatic, efficient, modern appliances mean the. things they see advertised, dis- 
played and demonstrated on all sides and all too few of such advertisements and 
displays feature the modern gas appliance. 

When we have appliances and service of such merit and attractiveness, why 
should it be kept a secret from our customers? Why not drive home our slogan 
“MODERNIZE WITH GAS" to all the housewives of the land with displays and 
demonstrations which prove its truth? 

We must sell our service and that means, first, understanding ourselves just how 
good it is and then bring that understanding constantly home to the public. 

We must educate, we must develop, and we must sell. A small start has been 
made, but a lot more needs to be done. Let each one of us do his own job and help 
those who are doing theirs! Let’s “MODERNIZE WITH GAS.” 


Hiwwan basell/ 


President, American Gas Association 
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Gas Industry Forges Ahead 


HE turn of the year finds the gas industry looking 

forward with vigorous optimism to another year of 
progress and opportunity. The past year has brought many 
developments, notably a national advertising campaign which 
is uniting and awakening the industry to its possibilities. 
It has brought new advances in gas appliance design, an 
increased sales consciousness which is being reflected in more 
alert and intelligent selling, more intensive research, both 
fundamental and applied, the extension of natural gas into 
new areas, and many other no less important developments. 
All told it has been a year of unusual activity and the ground- 
work has been laid for even greater accomplishment in the 
year now beginning. 

While it is not possible to comment on all phases of the 
industry's progress here, it is pertinent to mention the na- 
tional advertising campaign as the outstanding achievement 
of 1936. Starting with the September issues of twenty-four 
leading general, women’s, home, professional, trade, indus- 
trial and commercial magazines, the American Gas Associa- 
tion inaugurated a $1,500,000 national cooperative advertis- 
ing campaign for three years. More than seven hundred 
companies serving in excess of 70 per cent of the gas cus- 
tomers of the United States have underwritten the program. 
In support of this program, the advertising of many local 
gas companies and of manufacturers of gas-burning equip- 
ment has been coordinated with the national campaign. 
Results to date have been distinctly encouraging but the ulti- 
mate success of the campaign depends upon local coopera- 
tion. 


Reports from the statistical department of the Association 
show that the gas industry in 1936 continued the improve- 
ment which began during 1934. Phenomenal increases in 
some departments are mixed with favorable trends in others. 

Manufactured and natural gas companies, supplying towns 
and cities with a population of 80,000,000, served a total of 
16,501,000 customers, representing the largest number of 
consumers ever connected to the mains of the industry and 


an increase of 387,800 over the year 1935. Of these, 10,- 
177,000 were served by the manufactured gas industry and 
the remaining 6,324,000 were served by the natural gas 
industry. Revenues of the entire industry, both manufac- 
tured and natural, aggregated $773,538,000, a gain of 6.4 
per cent over the preceding year of 1935. The natural gas 
companies grossed $396,802,000, a gain of 11.6 per cent 
for the year, while revenues of the manufactured gas com- 
panies were $376,736,000, as compared with $371,535,000 
in 1935, an increase of 1.4 per cent. 


Sales of manufactured gas for domestic uses, other than 
house heating, such as cooking, refrigeration and water heat- 
ing, amounted to 218,607,600,000 cu.ft., a decline of 1.9 
per cent for the year. House heating sales, however, regis- 
tered a gain of 16.7 per cent. On the other hand, the sales 
of natural gas for domestic uses registered a pronounced up- 
turn rising from 304,255,000,000 cu.ft. in 1935 to 332,- 
855,000,000 cu.ft. in 1936, a gain of 9.4 per cent. Sales of 
both manufactured and natural gas for industrial and com- 
mercial purposes in 1936 averaged about 22 per cent above 
the previous year. 

Preliminary estimates indicate that the total production of 
natural gas in 1936, including amounts used in the manu- 
facture of carbon black and for field purposes, reached an 
all-time high of more than two trillion cubic feet or more 
than 4 per cent above the previous peak established in 1930. 

During 1935 alone 1,100,000 gas ranges were sold, ap- 
proximately equal to the entire number of electric ranges in 
use at that time. Preliminary estimates for the year 1936 
indicate sales of nearly 1,500,000 ranges, a gain of 30 per 
cent, a figure only slightly below the peak established in 
1929. The sale of ranges in 1937 is expected to proceed 
at an even greater rate as indicated by the fact that the mil- 
lion and a half ranges expected to be sold in 1936 repre- 
sent only 10 per cent of the 15,000,000 ranges in use. When 
viewed in conjunction with the much smailer volume of 
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range sales during the depression, which 
reached a low of only 600,000 units 
in 1932, it will be seen that there is a 
tremendous market for replacement 
sales alone, to say nothing of the new 
customeys rapidly being added by the 
industry. 

Recent results of comparative tests 
of efficiency and costs of operation 
demonstrate definitely the superiority 
of gas cooking. Efficiency tests show 
the ratio of gas to electricity to be 
2.08, while weighted averages of fuel 
costs for comparable cooking require- 
ments in 196 cities indicate a ratio of 
cost of electricity to gas to be 2.39. 
The availability of these more efficient 
ranges strengthens materially the com- 
petitive position of the industry as 
regards its basic cooking load. In re- 
cent years the gas industry has supple- 
mented the substantial amount of re- 
search conducted by gas appliance 
manufacturers by a vigorous and well- 
planned program of fundamental re- 
search and development through the 
American Gas Association. Even bet- 
ter and more efficient gas equipment 
will shortly be available which should 
serve to make these ratios even more 
favorable to gas. 

Sale of gas refrigerators is proceed- 


ing at a rate of about 50 per cent 
above 1935. Gas is also receiving in- 
creased recognition in the air-condi- 
tioning field where control of humidity 
as well as temperature is required. 


Water Heater Sales Jump 

The past year and a half has been 
characterized by an increasing appre- 
ciation of the great potential market 
for domestic water heating. There has 
been a widespread adoption of rates 
more favorable to the use of gas for 
this purpose. This has been accom- 
panied by a marked acceleration of 
local sales effort and a nation-wide co- 
ordinated campaign to promote the use 
of gas for water heating. So success- 
ful have been the results of this pro- 
gram that it will be continued during 
1937. For instance, the sale of auto- 
matic type gas water heaters during 
1936 is expected to average more than 
50 per cent above 1935. 

Many gas companies have also te- 
cently inaugurated more favorable 
rates for house heating through central 
plant burners and equipment. At the 
end of 1935 there were 171,700 such 
units in use in the manufactured gas 
group, representing neatly 1.7 per 
cent of the customers. The number 





of such house heating customers con- 
tinued to grow throughout the years 
of the depression, and is increasing at 
a greater rate now than ever before. 
The phenomenal increase in this class 
of business is indicated by the fact that 
sales of manufactured gas for house 
heating purposes in 1936 were approx- 
imately three times the volume re- 
ported for the boom year, 1929. 

The use of gas for commercial and 
industrial purposes throughout the 
country is growing rapidly in volume. 
In the year 1932 sales of manufactured 
gas for these purposes had fallen to 
approximately 72,000,000,000 cu.ft., 
but by 1936 had recovered to 113,- 
583,000,000 cu.ft., a gain of nearly 
58 per cent. Not only have the man- 
ufactured gas companies recovered the 
industrial and commercial load lost 
during the depression years, but the 
1936 figure tops the record previously 
established in 1929 by more than 12 
per cent. This ability to regain and 
augment the industrial load is even 
more pronounced in the case of the 
natural gas companies, whose indus- 
trial sales rose from a depression low 
of 434,266,000,000 cu.ft. in 1932 to 
803,835,000,000 cu.ft. in 1936, a gain 
of 85 per cent. This also represented a 
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new all-time high in industrial natural 
gas sales, exceeding the record year 
1929 by more than 35 per cent. 

Commercial users of natural gas 
which include hotels, restaurants, stores 
and the like, have increased their con- 
sumption every year since 1929, with 
the sole exception of 1933. But even 
in that year, commercial uses were 
more than 30 per cent ahead of 1929, 
while commercial sales of natural gas 
in 1936 were almost 80 per cent above 
1929. 


New Industrial Outlets 

New outlets are presenting them- 
selves in the commercial and industrial 
branch of the industry. This year, for 
the first time in its history, the Indus- 
trial Gas Section presented a report 
covering power generation by means 
of gas engines. This marks an im- 
portant step forward in the march of 
industrial gas. Gas for air condition- 
ing commercial and industrial estab- 
lishments has gotten far enough out of 
the research and development stage 
to attract national attention. Recent 
marked changes in materials which go 


into dwelling structures calling for 
more use of structural steel, glass, 
brick, synthetic stone, metalized wood, 
fabricated steel and concrete and home 
construction are resulting in a corre- 
spondingly greater demand for use of 
gas in the production of these prod- 


ucts. In the field of industrial utiliza- 
tion mew processes have been devel- 
oped and equipment with improved 
efficiencies have come into general use. 
For example, a few years ago there 
was a distinct trend in the larger news- 
paper offices of the country toward 
metal melting by electricity for stereo- 
typing and other purposes. Through 
the American Gas Association’s coop- 
erative research with manufacturers, 
methods have developed resulting in 
general acceptance of gas heat for 
these purposes by the newspaper in- 
dustry. 

Since the days of gas lighting the 
industry has been continuously com- 
petitive with other fuels. However, the 
gas industry has always displayed abil- 
ity to adapt itself to changing condi- 
tions by achieving additional success in 
the competitive field and, undoubtedly, 
will continue to do so. 
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1937 SCHEDULE OF A. G. A. ADVERTISEMENTS* 


Saturday Evening Post and Women’s Magazines 





Ap pearance 


Date Publication 


Issue 


Caption 





December 29 Saturday Evening Post 


January 10 Ladies’ Home Journal 


January 15 Woman’s Home Companion 


January 20 American Home 
February 9 Saturday Evening Post 


February McCall's 

February 20 American Home 
February 25 Good Housekeeping 
March 2 Saturday Evening Post 


March 
March 
March 
April 
April 
April 
May 


May 
May 
June 
June 
June 
July 
July 


Ladies’ Home Journal 
Woman’s Home Companion 
Saturday Evening Post 
McCall's 

American Home 

Good Housekeeping 
Saturday Evening Post 


Ladies’ Home Journal 
Woman's Home Companion 
McCall's 

American Home 

Good Housekeeping 

Ladies’ Home Journal 
Woman’s Home Companion 


January 2 
February 
February 
February 


February 13 “So 


March 
March 
March 
March 6 


April 
April 
April 
May 
May 
May 
May 


June 
June 


August 


“So You Want To Put More 


Health in Meals” 


“Gas Introduces Double-Quick 


Broiling” 


“Gas Introduces Double-Quick 


Broiling 


“Gas Introduces Double-Quick 


Broiling” 
You Want 
Kitchen Day” 


a Shorter 


“One Recipe” 
“One Recipe” 
“One Recipe” 
“So You Want a Modern 


Kitchen” 


“One Recipe” 

“One Recipe” 

“So You're Going To Move” 
“Flavor-Seal Your Roasts” 
“Flavor-Seal Your Roasts” 
“Flavor-Seal Your Roasts” 
“So You’re Going To Be Mar- 


ried” 


“Flavor-Seal Your Roasts” 

“Flavor-Seal Your Roasts” 

“A Girl of 12 Baked This Cake” 
“A Girl of 12 Baked This Cake” 
“A Girl of 12 Baked This Cake” 
“A Girl of 12 Baked This Cake” 
“A Girl of 12 Baked This Cake” 


Professional and Trade Papers 





A 
—_— ed Publication 


Issue 


Caption 





Architectural Forum 

American Builder & Build- 
ing Age 

Domestic Engineering 

Plumbing & Heating Trade 
Journal 

Architectural Forum 

1 American Builder & Build- 

ing Age 

Architectural Forum 

American Builder & Build- 
ing Age 

Domestic Engineering 

Plumbing & Heating Trade 
Journal 

Architectural Forum 

American Builder & Build- 
ing Age 

Architectural Forum 

American Builder & Build- 
ing Age 

Domestic Engineering 

Plumbing & Heating Trade 
Journal 

Architectural Forum 

American Builder & Build- 
ing Age 

Architectural Forum 

American Builder & Build- 
ing Age 

Architectural Forum 

American Builder & Build- 
ing Age 


January 
January 


January 
February 


February 
February 


March 
March 


March 
April 


April 
April 


May 
May 


May 
Jane 


June 
June 


July 
July 


August 
August 


January 


January 
January 


February 
February 


February 
March 


March 
March 


April 
April 


April 
May 


May 
May 


June 
June 


June 
July 


July 
August 


August 


“Half the Selling Job” 


“Half the Selling Job” 
“This $45,000 Beefsteak”’ 


“This $45,000 Beefsteak” 
“Only Gas Can Do So Much” 


“Only Gas Can Do So Much” 
“Let Gas Insure the Future” 


“Let Gas Insure the Future” 
“Thousands of Women—” 


“Thousands of Women—” 


( Advertisement to be prepared ) 


( Advertisement to be prepared ) 
( Advertisement to be prepared ) 


( Advertisement to be prepared ) 


“There’s Profit for You” 
“There’s Profit for You” 


( Advertisement to be prepared ) 


( Advertisement to be prepared ) 
( Advertisement to be prepared ) 


( Advertisement to be prepared ) 
( Advertisement to be prepared ) 


( Advertisement to be prepared ) 


* Does not include schedule of industrial and commercial advertisements sponsored 


by the Industrial Gas Section. 
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Tie Up and Cash In 


New A.G.A. Slide Film Shown at Regional Meetings throughout Country 


Below are reproduced a few pictures and some of the 
dialogue from this instructive twenty-two-minute production. 





The power of the printed word has been 
unleased. The presses of national maga- 
zines are now working for the Gas In- 
dustry. Brilliant, dramatic, informative 
full-page advertisements in four colors 
are appearing month after month in care- 
fully selected media. 





Ninety million messages spread wide 
through the medium of national maga- 
zines that go out monthly to fourteen 
million homes throughout the nation and 
stimulate such comments as these in favor 
of Gas. 





“Have you noticed these ads, Jane?’ 

“Yes, what a perfectly luscious-looking 
pie. You know I never realized before 
that gas ranges give you such miracu- 
lous results.” 


Ads in these magazines attract attention 
to the usefulness and modernity of to- 
day’s gas appliances. Other comments re- 
sult—“High speed grills that broil in 
half the time—that’s interesting.” “Cuts 
down time in the kitchen—?” “I never 
realized that advantage of Gas before.” 





Mrs. Smith: “Look what these modern 
gas ranges will do.” 

Mr. Smith: “Is gas your idea of modern?” 

Mrs. Smith: “It certainly is when I real- 
ize all of its advantages.” 

And so she writes for the recipe book. 





“Please send me ‘Controlled Cooking.’ ” 
“I would like to have the recipe book.” 
“I would appreciate your sending me the 

recipe book, ‘Controlled Cooking.’ ”’ 
“Kindly send two copies of the book.” 


This recipe book excites comments, all 
leading to a greater appreciation of gas as a 
fuel. Women are intrigued first by the con- 
venient arrangement of the book, then by the 
recipes and then by its descriptions of modern 
gas appliances. Husbands find it interesting, 
too. It serves a further purpose when it 
arouses their imaginations in favor of gas. 





Mrs. Smith: “And what are you doing 
with my recipe book, John?” 

Mr. Smith: “I’m not aiming to butt into 
your department, Mary—just reading 
about some of these other gas appli- 
ances. For instance, the new automatic 
heaters that give all the hot water you 
want whenever you want it. And im- 
agine what it would be like to have a 
furnace that you just light at the be- 
ginning of winter and then forget!” 

Mrs. Smith: “And no worry about order- 
ing fuel in zero weather. No ashes 
to carry out and no dirt tracked up.” 





A certain percentage of the people will buy 
new gas appliances directly because of this 
campaign. Certain others will remain satisfied 
with their present equipment—useful appli- 
ances which they had considered throwing 
out in favor of competitive fuels—“But 
the American Gas Association National 
Campaign is only the Beginning.” 

In this background of forceful, prestige- 
building messages—creating greater pub- 
lic acceptance for gas—lies your oppor- 
tunity to CASH IN. 
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A Dramatic Explanation 


Film shows ways for making national advertising more effective 


Duplicates of this twenty-two minute production are now available at 
nominal cost to all companies interested in promoting the use of gas. 


High spots from the film and dialogue 
that goes with it are reproduced below to 
indicate the way in which this production 
emphasizes the effect of tying in with a 
national campaign—an effort which is con- 
sidered so important by every experienced 
national advertiser. What you do in this 
respect creates a positive link between na- 
tional stimulation and local merchandising. 





Dozens of items of ready prepared tie-up 
material for localizing the national drive, 
for activating the interest which the na- 
tional campaign stimulates are now avail- 
able through A. G.-A. headquarters. This 
material properly used will serve to focus 
the national campaign directly in the com- 
munities you serve. 

How can you get the most from this 
campaign? Tie-up! Borrow from this 
background of ninety million color pages, 
localize their power, intensify their effec- 
tiveness. 





For example, suppose you use this slogan 

in your local newspaper ads. 

Mr. Jones: “There’s nothing like Gas 
for—Say, Gert, how about an automatic 
gas water heater? We never have 
enough hot water.” 

Mrs. Jones: “You know I'm all for a 
new water heater but I didn’t know 
the budget would stand it.’’ 

Mr. Jones: “Sure we can swing it. I’m 
going to have a talk with the plumber 
who did the work on this house.” 





Or if you use one of the ready prepared 

reminders: 

First Man: “Hey, Schultz, guess I'd better 
tear out this ad before I get home. If 
my old lady sees it she'll be getting 
after me again.” 

Second Man: “You'd better let her, 
Murphy. What gives better food is a 
good investment.” 





5 


Mr. Brown (looking at illuminated sign 
in show window): “How about taking a 
look at those new gas ranges right now?” 

Mrs. Brown: “Have we got time? Good- 
ness knows we've been talking about 
it long enough!” 


Woman (Holding penny folder in which 
she received change when she paid her 
gas bill): “Did you get one of these too?” 

2d Woman: “Yes, mine told about the 
modern gas ranges.” 











Man (reading newspaper showing gas 
company ad including elements for na- 
tional campaign): “Still hankering to 
get rid of the gas range, Mabel?” 

Mabel: “I’ve been meaning to talk to you 
about that. I've seen so many ads lately 
which say there’s nothing like gas for 
cooking. I’ve seen them in magazines, 
newspapers—everywhere.” 






Salesman (Apparently talking to customer 
who is examining A. G. A. price tag): 
“Costs less than you thought, doesn’t 
it? May I tell you about these ranges?” 

Customer: “Yes, thank you. My husband 
and I are very much interested.” 





Ever widening public acceptance! You have 
just seen the way it can be made to grow. 
The national campaign made more effective 
by employing elements from it in your local 
newspaper and other advertising. 
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Out of the Mystery Chef’s Mailbag 


Received one of your most wonderful 
cook books at the gas company where I 
pay the bills and must say cannot thank 
you enough for the great help it serves in 
sO many ways. The most inexperienced 
person can produce a marvelous dinner or 
luncheon. I am certainly pleased to be the 
owner of your great book. 

Mrs. T. H. 
Mamaroneck, N. Y. 


I am very much interested in your pro- 
gram, and I always listen in for your 
wonderful program and explanation of 
recipes and above all the broadcast con- 
cerning gas as I agree with you first, last 
and always, it will be gas for our home. I 
have been a cook for many years and know 
that what you say about gas is absolutely 
true. 

Mrs. S. W. 


Scranton, Pa. 


I have obtained one of your priceless 
cook books from my gas company and I 
cannot find praise enough or tell you how 
much the book and its recipes mean to me. 
Thank you again and again for making 
cooking a pleasure. 

Mrs. P. B. 
Brooklyn, N. Y. 


I am one of the many busy housewives 
who listen to your programs, appreciate 
them from many viewpoints and after con- 
sidering all the good you must do to so 
many thousands like myself, am sure my 
gratitude should be forthcoming. 

I have one of your cook books and ap- 
preciate your simple and _ economical 
recipes. Through listening to you my 10- 
year-old boy has become quite enthused 
about cooking. I feel the urge has always 
been there but he has been skeptical about 
it being a man’s job. 

Your philosophy is grand, helping us 
want to make Home a place to be re- 
membered. 

Mrs. E. P. S. 
Portland, Me. 


My experiences in cooking and canning 
have been many and varied. I am 76 years 
old and after many trials of different meth- 
ods of preserving I am convinced that your 
method is the best, simplest, quickest and in 
all ways the most perfect. 1 am almost blind, 
wholly so in one eye and 7 tenths in the 
other, very badly crippled with rheumatism 
but still persist in doing what I can of my 
cooking, superintend everything and have 
used many of your recipes as I always listen 
to your broadcasts. 

Mrs. G. W. A. 
Farmington, N. H. 


I had been listening to sketches over 
WJZ until recently one of the sketches was 
transferred to WEAF and that is how I 
chanced to hear one of your broadcasts. 
What a lucky day for me! I did as you sug- 
gested. I went to my gas company and 
asked for your cook book “Be an Artist 
at the Gas Range.’’ I cannot tell you in 
words how much I appreciate your book. I 
was amazed when I boiled my corn for 
only 3 minutes and it was as tender as 
could be and the same applies to the string 
beans, cabbage and all the other recipes I 
have tried according to your method. 

Everywhere I go and the subject of cook- 
ing arises I just can’t help telling my 
friends of your book and how to get it. 
From now on I am going to be a constant 
listener to your broadcasts and I do wish 
you coatinued success. 

Mrs. G. B. 
Baldwin, N. Y. 


This is one of the most delightful cook 
books it has been my fortune to use. And 
as for gas!—No one could buy me any- 
thing else. My new gas range and refrigera- 
tor are unsurpassed. 

Mrs. M. E. D. 
Portland, Oregon 


The Mystery Chef is shown during his Thanksgiving dinner to NBC radio announcers, 

twenty-six of whom attended the dinner which was served at intervals from 6 P.M. to 

2 AM. In the picture are, left to right: Carver Livingston, Milton J]. Cross, Ray Diaz, 
Ben Grauer and the Mystery Chef 


I have been using a copy of your “Be 
an Artist at the Gas Range” and want to 
tell you how much we enjoy it. 

It is, without exception, the best cook book 
I have ever used. Many cook books call 
for so many ingredients that the recipes are 
not at all practical or economical for the 
average housewife but your book takes so 
many everyday dishes and turns them into 
such inviting ones. I have yet to have a 
failure with one of your recipes. I have 
found so many company dishes among 
your recipes. Too munch cannot be said for 
this book. 

Mrs. H. C. 
Binghamton, N. Y. 


I have long listened to your radio broad- 
cast and have found it the only one which 
gives recipes that taste well,—really de- 
licious. I am finicky when I eat. I like 
something different regardless of expense. 
Now, I want to make about four cakes a 
day for my Dad’s restaurant and an equal 
amount of pies; also some odd pudding 
which is not found on the every-day lunch- 
room menu. Can you help me? 

Miss A. K. 
Washington, D. C. 
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Industrial and Commercial Gas 


Advertising—A Valuable Sales Tool 


E in the gas industry who re- 

call the older methods of using 
gas for industrial and commercial pur- 
poses, as these methods existed only a 
few years ago, can readily appreciate 
the value of the progress and vastly in- 
creased acceptance of gas in these 
fields. 

We know, too, that this increased 
acceptance of gas, largely at the ex- 
pense of other fuels, is due primarily 
to progressive and continuous research 
and development that have brought 
about more efficient equipment, im- 
proved processes and new methods for 
using gas. 

There is another fact that is equally 
well known, but we wonder if its sig- 
nificance is fully realized— 
The fact that most of this 
new progress in gas utili- 
zation has been made dur- 
ing the past five years, to 
meet the demands of in- 
dustry and commercial 
establishments that were 
faced with the necessity 
for reduced costs, increased 
efficiency and better qual- 
ity so that they could meet 
the highly competitive situations dur- 
ing these lean years. 

Because there was no industry ad- 
vertising of gas for industrial and 
commercial purposes during this pe- 
riod and because publicity programs 
reaching these fields were rather lim- 
ited due to the fact that many trade 
paper publishers greatly reduced the 
number of their editorial pages, the 
story of the new development in up-to- 
date gas utilization was told only very 
sketchily to the industrial and com- 
mercial fuel markets. 

The gas industry, therefore, finds 
itself in the position of having de- 
veloped a “product with many merits” 
during a time when the market was 
lean. Now, with a rich market open- 
ing up, the task of utmost impor- 
tance is to tell that market the story of 
the “product” we have to sell—Gas, 


By J. P. Lernroru 


Chairman, Advertising Committee, 
Industrial Gas Section 


for industrial and commercial uses. 
The telling of this story through 
business and trade paper advertising 
is the objective of the advertising cam- 
paign now being sponsored by the 
American Gas Association, Industrial 
Gas Section, in connection with the 
national advertising campaign under 
the supervision of the Committee to 
Conduct National Advertising. 
Industrial and commercial advertis- 
ing is making the prospect realize more 
definitely than ever before that the gas 


Standard element which appears in all advertisements of the industrial 


and commercial series 


industry is alert and progressive and 
modern; that through its research and 
development activities, it has devel- 
oped important new information about 
gas and gas utilization; that out of 
this new knowledge of gas has come 
new and more efficient equipment ; and 
that this new information and new 
equipment not only make gas available 
for many industrial and commercial 
processes on a more economical basis 
than ever before, but also make possi- 
ble definite improvements in quality 
of product and substantial reductions 
in cost. 

In addition, the advertising con- 
stantly sells the merits of gas as a 
fuel—its flexibility; its controllability 
as to both temperature and furnace at- 
mosphere; its cleanliness; its instant 
availability and its quick heating char- 
acter; its suitability for a wide variety 


of applications; its saving in storage, 
handling, space and labor costs; and 
its over-all economy and efficiency. 

All these arguments for industrial 
gas culminate in one appeal which is 
of universal interest... . profits. 
The advertisements show how gas 
gives many advantages over other fuels, 
and how the results of gas utilization 
help make profits. 

This phase of the national advertis- 
ing comprises, in effect, eight separate 
and distinct campaigns, each directed 
to a separate industrial or commercial 
field. The fields covered are metal 
working, ceramic, enameling, glass, 
baking, food processing, commercial 
cooking and beauty parlor. Each sepa- 

rate campaign features ad- 

vertisements showing spe- 
cific types of modern gas 
equipment of interest to 
heat users in the field cov- 
ered—telling how gas used 
in modern equipment is 
making profits for the user. 
Fourteen leading indus- 

trial and commercial pub- 
lications are being used, 
as follows: 

American Hairdresser 

American Restaurant 

Bakers’ Helper 

Bakers’ Weekly 

Ceramic Industry 

Food Industries 

Glass Industry 

Hotel Management 

Industrial Gas 

Iron Age 

Metal Progress 

Metals and Alloys 

Modern Beauty Shop 

Steel 

These publications were chosen after 

a careful analysis of all publications 

serving these fields, and they give max- 

imum coverage. The combined circu- 

lation during the twelve months’ dura- 

tion of the campaign directs a total of 

1,725,989 full-page gas advertisements 

to persons specifically interested in the 
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industrial and commercial applications 
of heat. 

Specific advertisements directed to 
each of the selected fields carry mes- 
sages of pertinent interest to individ- 
uals in those fields. For example, 
advertising directed to the metal work- 
ing industry describes the advantages 
of gas for carburizing, normalizing, 
annealing, galvanizing, melting, forg- 
ing, drawing, etc., and shows how gas 
makes controlled atmospheres practical 
and economical for many heat-treating 
operations throughout this very im- 
portant industry. 

Advertisements directed to beauty 
parlors emphasize the advantages of 
gas for hair drying, water heating, 
refrigeration, space heating and air 
conditioning. And bakers everywhere 
see gas advertisements telling them 
why gas is the better fuel for baking. 
Likewise, the food industries are read- 
ing advertisements prepared especially 
to tell them of the growing use of 
gas for the many heating processes 
throughout this vast industry. And still 
another series informs hotels and res- 
taurants about the many ways that 


gas is becoming more and more the 
leading commercial cooking fuel. 

In every one of these series definite 
statements are made telling the reader 
about other users in his field who have 
profited by using gas; how up-to-date 
equipment, new knowledge of gas 
utilization and new methods are re- 
sulting in better quality, improved re- 
sults, greater savings, lower over-all 
costs, new profits, etc. 


Industrial Advertising Timely 

The industrial and commercial 
phases of the advertising campaign this 
year are particularly timely. In the 
first place, industrial and commercial 
establishments everywhere are today on 
a sounder financial basis than they 
have been for many years. Their busi- 
ness is better, profits are larger, and 
they have more money to spend. Ad- 
vertising, therefore, is reaching a mar- 
ket that is more responsive than it has 
been for some years. This, of course, 
means a greater opportunity for pro- 
ducing results. 

In the second place, today’s trend 
toward modernization of plants and 
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equipment—a trend which has already 
attained considerable momentum—as- 
sures a fertile market for gas. Adver- 
tising is being used effectively to point 
out how gas can be used in moderniza- 
tion programs, to cut costs and im- 
prove quality. 

The gas industry at present enjoys 
a large and profitable load in the in- 
dustrial and commercial fields. To do 
no more than hold that load against 
the attacks of competitive fuels re- 
quires eternal vigilance and keen and 
aggressive selling. Advertising is help- 
ing in this direction. 

To expand that load in new fields 
and in new applications requires extra 
effort. Here again advertising is help- 
ing, because there are many industries 
to which the story of gas has never 
been properly or adequately told but 
are now, for the first time being 
reached by this business and trade pa- 
per advertising. There are many pres- 
ent users of gas who could profit by 
modernizing their plants with some 
new and more efficient gas equipment 
developed during the past few years. 
These users are learning about these 
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has made 


FOR COMPLETE SATISFACTION 


EWa! 


a Deter : hoghty competitrve amtemobile industry, where cars 
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INDUSTRIAL GAS SECTION: 420 Lexmotos avenus, aew toar crry 


One of a series of advertisements appearing 
in Steel, Iron Age, Metal Progress, Metals 
and Alloys and Industrial Gas. It tells hou 
the use of gas in the automotive industry 
in Detroit increased 105% during the past 
few years, while the use of all industrial 
fuels combined increased only 5% in that 


locality 


USE GAS FUEL 


| PROCESS HEATING JOB 
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Throughout the vast and important food in- 
dustry gas is used for scores of process 
heating jobs. This advertisement points out 
that for each job gas is doing the job more 
efficiently, more economically for thousands 
of users. Food Industries magazine, with its 
circulation of more than 37,000 copies, is 


used to reach this important industry 
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UoE GAS 


for every coo 





This advertisement emphasizes that there 
is efficient and up-to-date gas equipment 
designed for every specific cooking job. 
Also that this modern. equipment is eco- 
nomical to operate, does a better job, and 
helps to make profits for users. A series of 
these advertisements is appearing in Ameri- 
can Restaurant and Hotel Management 


As reom ax open 200K You can KNOW 


*. . mewed $21,000 tm teas conte 
done dicring Ohe fret year’ - thane 
Adaterente are typename made 
Ld 
who today are using 
em teproved ap 


INDUSTRIAL GAS SECTION. 420 LEXINGTON AVENUE, KEW YORK CITY 





When you talk dollars and profits to indus- 

try, you are talking on a vital subject— 

close to every business man’s heart. The 

above advertisement tells the Glass Indus- 

try how up-to-date gas equipment is making 

money for many manufacturers in this in- 
dustry 


THE EXTRA VALUES or GAS FUEL 


Whee you reve al le advantages 
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INDUSTRIAL GAS SECTION: 420 texnicrow avewur. New YORK Crt. 


The use of gas hot tubes for enameling—a 
development that is comparatively new—is 
featured in this advertisement, and atten- 
tion is called to the fact that this user had 
always used gas, but has found that this 
new gas equipment is doing a better job, 
more economically. This advertisement ap- 
pears in. Ceramic Industry 


PROFITS FROM SAVINGS 





INDUSTRIAL GAS SECTION: 420 LexincTon Avewur New YORK CITY 








While this advertisement is general, it 
is timely because of certain advancements 
made in equipment using other fuels. It 
points out the many advantages of gas, and 
at the same time shows how the results of 
modern gas baking equipment mean profits 
to bakers. It is one of a series currently 
appearing in Bakers’ Weekly and Bakers’ 
Helper 


This gas advertisement appeals to the beauty 
parlor operator's desire to make profits by 
telling how other operators increase their 
business and earn extra profits by using 
Speedy, up-to-date gas hair dryers. A Series 
of these advertisements is currently ap- 
pearing in the leading beauty parlor publi- 
cations, Modern Beauty Shop and American 
Hairdresser 
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new developments through the indus- 
trial and commercial gas advertising. 


Local Tie-Ins 

It can readily be seen that there are 
many opportunities for this advertis- 
ing to work for its sponsors. One very 
important way has recently been pointed 
out by the committee. That is the ef- 
fective local circularization of reprints 
of the advertisements. It is suggested, 
for example, that gas companies send 
letters to their industrial and commer- 
cial prospects enclosing with these let- 
ters reprints of industrial gas adver- 
tisements that are of special interest 
to the prospect or customer. This plan 
has frequently been used successfully 
in the sale of gas and gas-fired equip- 
ment. One manufacturer, for instance, 
got his first sale of a certain type of 
gas-fired equipment to a large, well 
known automobile manufacturer as a 
result of an inquiry coming from such a 
mailing. Prior to the inquiry, the equip- 
ment manufacturer's salesmen were 
not even permitted to tell their story 
to the proper parties, yet the inquiry 
came from a high official. That sale 
led to a large and valuable gas load. 
Scores of other sales have resulted 
from the intelligent use of this type 
of promotional material. 

The Advertising Committee of the 
Industrial Gas Section earnestly recom- 
mends that gas companies take every 
advantage of this advertising to help 
their own local situation, and to get 
the most value from each advertise- 
ment that is directed to customers or 
prespects in his locality. 





NATIONAL ADVERTISING 
GETS ANOTHER BOOST 


Starting with the February issues 
of Better Homes and Gardens, 
House Beautiful, House and Garden, 
and Retailing, the George D. Roper 
Corporation, Rockford, Ill., will ini- 
tiate a program of national advertis- 
ing during 1937. In advising the 
Committee to conduct National Ad- 
vertising of this new campaign, 
W. E. Derwent, vice-president of the 
company, states, “I am convinced 
that only by a cooperative effort on 
the part of all of us interested can 
we make the most use of national 
advertising in behalf of the gas in- 
dustry.” 

With the inauguration of this new 
advertising by the Roper organiza- 
tion, there will be six national pro- 
grams backed by the manufacturers 
of gas appliances. These, together 
with the A.G. A. national program, 
give the gas industry the largest 
volume of national advertising in its 
history. 











The industrial and commercial phases 
of the National Advertising Cam- 
paign are supervised by the Advertis- 
ing Committee of the Industrial Gas 
Section composed of: J. P. Leinroth, 
chairman, Public Service Electric & 
Gas Co., Newark, N. J.; F. B. Jones, 
vice-chairman, Equitable Gas Co., Pitts- 
burgh, Pa.; C. Cassidy, The Peoples 
Gas Light & Coke Co., Chicago, IIl.; 
R. M. Keeney, The Connecticut Light 
& Power Co., Hartford, Conn.; Henry 
Obermeyer, Consolidated Edison Co. 
of New York, New York, N. Y.; 
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T. H. Spain, Public Service Electric & 
Gas Co., Newark, N. J. This commit- 
tee is responsible, in matters of na- 
tional advertising, to the Committee 
to Conduct National Advertising, T. J. 
Strickler, chairman and Henry Ober- 
meyer acting as_ liaison officer. 
Ketchum, MacLeod & Grove, Inc., of 
Pittsburgh, Pa., are the advertising 
agents. 


Gas Water Heater Sales 


Contest Starts Feb. 1 


NNOUNCEMENT has been made by 

R. E. Williams, chairman of the 
A.G. A. Water Heating Committee that 
the second national automatic gas water 
heater sales contest sponsored jointly by 
the American Gas Association and the 
water heater division of the Association in 
Gas Appliance and Equipment Manufac- 
turers will be held February 1 to September 
30, 1937, with option to start on January 
1 and end August 31 for those companies 
desiring to do so. Enthusiastic responses re- 
ceived from water heater salesmen, gas 
companies and water heater manufacturers 
at the close of the 1936 contest resulted in 
a decision to sponsor a second contest. 

This year’s campaign will be called the 
“Golden Faucet” contest. No registration 
fee will be charged. Cash prizes for water 
heater salesmen have been greatly in- 
creased in number and value. More than 
$18,000 will be distributed to 1505 win- 
ners. Twenty-one company awards will also 
be made. 

A complete prospectus of the contest giv- 
ing full particulars has been sent to gas 
companies. All companies enrolling in the 
contest will receive a comprehensive port- 
folio of advertising and display aids, and 
other helpful suggestions for promoting the 
sale of gas water heaters during 1937. 





Featured players in the Metro-Goldwyn-Mayer motion picture production “Born To Dance” are shown here with modern gas appliances. 
In the picture are, left to right: Margaret Lynam, Edna Callahan, Claire Myers and Doris Davenport (twice) 
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Advertising and the Story Back of the 
Laboratory Approval Seal 


HE gas in- 

dustry of the 
United States is a 
great agency of 
public service, 
supplying a com- 
modity that is 
vital to the health, 
comfort and well- 
being of more 
than 63 million 
people. We have 
perfected our products and distribution 
equipment and processes, and have de- 
veloped the finest line of cooking, 
heating, air conditioning and refriger- 
ating equipment that is to be found 
anywhere in the world. We must be 
ever on the alert, however, to discover 
new means of utilizing our product 
and of improving our service. Further- 
more, we must combat competition, 
create good-will, and strive for fur- 
ther markets through continuous pub- 
licity and advertising if we are to ex- 
tend our business or even hold that 
which we now have. 


F. R. Wright 


Need for Publicity 

In spite of the tremendous strides 
that have been made in beautifying 
and perfecting gas appliances, our in- 
dustry has experienced keener compe- 
tition from most angles during the 
past few years than at any time in the 
history of our business, with the pos- 
sible exception of the competition for 
the lighting load encountered at the 
turn of the century. It is believed that 
a great deal of heating, cooking, air 
conditioning and refrigeration business 
that formerly went to oil, coal or elec- 
tricity could have been saved for gas 
by more extensive and effective adver- 
tising on the part of our industry. 
Furthermore, our industry has suffered 
much in the past from unjust criticism 
and attack, largely, I believe, for the 
reason that we have failed to apprise 
our customers and the public fully re- 
garding our business and the services 
which we are rendering. 


By Frankun R. Wricut 
A. G. A, Testing Laboratories 


It is, therefore, indeed — gratifying 
that our industry is now cooperating 
in a national advertising campaign 
which has the support of practically 
every utility company in the United 
States. This, coupled with the coop- 
erative ‘“Mystery Chef” radio pro- 
gtam which is being broadcast in the 
East and on the Pacific Coast, and the 
publicity and advertising activities of 
individual companies will, I feel, 
present far-reaching beneficial results. 
There are, however, certain additional 


steps that should and are being taken 
to assist in promoting this activity 
which, I feel, deserve the united sup- 
port of both our gas company and 
manufacturer members. 

It seems that our industry has been 
overlooking one of its strongest weap- 
ons of defense against criticism of its 
service and of offense for overcoming 
prejudice and competition. It has a 
strong sales ally that has not been 
utilized to a sufficient degree in pro- 
moting the sale of gas and gas appli- 
ances—a good-will producing agency 
that has no counterpart in any other 
industry. It would seem that many 
advertising managers of gas companies 
and probably of manufacturing con- 
cerns also are not familiar with the 
general details of the Laboratories’ 
activities, what they have meant to the 
industry during the past 11 years, nor 
how they can be used effectively in 


publicity and advertising for their own 
individual companies. 

Good-will created and the value of 
the Laboratories from a sales as well 
as a general standpoint cannot be over- 
estimated. Women’s clubs, home eco- 
nomics associations and other consumer 
groups, insurance interests, women’s 
magazines and authors generally have 
come out openly and praised the gas 
industry's program of self-regulation 
in the public’s interest. Universities, 
colleges, and high schools in hundreds 
of cases have secured copies of the 
Laboratories’ gas appliance and acces- 
sory standards for use in classes on 
consumer goods and equipment, and 
in home economics courses. Many text- 
books, which are now being used in 
colleges and high schools, include re- 
productions of the Laboratory Seal of 
Approval and explanations of the 
industry's appliance testing and ap- 
proval program. 


Benefits to Consumer 


The benefits of the Laboratories’ 
program to the customer have been 
many, among which are: (1) the elim- 
ination almost entirely of shoddy and 
unsafe appliances from the market; 
(2) extensive improvements both in 
performance and constructional fea- 
tures such as strength, durability and 
convenience of all classes of gas-burn- 
ing appliances offered for sale to the 
public; (3) a reliable and authorita- 
tive national guide in purchasing ap- 
pliances and accessories; (4) better 
gas service through improvements re- 
sulting from research in gas pro- 
duction, distribution and _ utilization 
methods; (5) higher cooking and heat- 
ing efficiencies, and (6) greater dura- 
bility, convenience and all-around im- 
provement in gas service. These are 
things of which the customer should 
be apprised and which he or she wants 
to know. 

Consumer groups and women’s 
magazines are frequently requesting in- 
formation concerning the Laboratories’ 
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testing and approval program to pass 
on to their members and subscribers. 
Ladies’ Home Journal went so far as 
to publish material which the Labora- 
tories furnished in the form of book- 
lets on ‘Gas Ranges,” ‘How To Buy 
Room Heaters,” etc. These booklets 
were based upon the approval stand- 
ards and were made available to the 
public at a nominal cost. This maga- 
zine said, in discussing the industry's 
testing and approval activities, that 
“National standards, specifications and 
requirements for many types of prod- 
ucts have taken the purchasing of ap- 
pliances, equipment and merchandise 
out of the field of guesswork and 
placed it in the field of certainty. The 
American Gas Association is one of 
the leading trade associations to adopt 
national standards Its symbol 
serves as a guide to everyone interested 
in the purchase of gas appliances.” 
Furthermore, several magazines of gen- 
eral distribution have requested the 
Laboratories to furnish material regu- 
larly for the home economics sections 
of their publications. 


Appliance Yardstick 

These and other similar statements 
and requests by consumer publications 
and groups indicate the interest of con- 
sumers in having a yardstick by which 
they can judge products to be pur- 
chased. For example, Miss Aubyn 
Chinn, while Chairman of the Home 
Economics in Business Section of the 
American Home Economics Associa- 
tion, said in a radio talk: “The cus- 
tomer is always glad to know any sim- 
ple standard by which she can judge, 
and . . . . likes to read in advertising 
the facts behind that standard. I am 
thinking of the American Gas As- 
sociation Their emblem repre- 
sents the judgment of the best engi- 
neers in the field. The customer knows 
she can trust their judgment.” It seems 
to the writer, therefore, that publicity 
and advertising of the Laboratories’ 
program will not only be welcomed by 
consumers but will fill a distinct need. 

When the Federal Government con- 
sidered instituting a program leading 
to the testing and certification of con- 
sumer goods and requested a report 
from the interested departments of the 
Government on this question, the de- 
partment of home economics reported 


to the President that the gas industry 
had standards for gas appliances and 
had been for some 10 years testing and 
certifying equipment in accordance 
with published American Standards, 
the development of which were par- 
ticipated in by the U. S. Bureau of 
Home Economics, American Home 
Economics Association, National Bu- 
reau of Standards, U. S. Bureau of 
Mines, U. S. Public Health Service, 
National Safety Council and numerous 
other general interest groups in addi- 
tion to producers of equipment and 
utility companies. 


Consumer Protection 

In an address before the Chatta- 
nooga Chamber of Commerce in 1934, 
David E. Lilienthal, head of the Ten- 
nessee Valley Authority and the Elec- 
tric Home and Farm Authority, stated 
in part “Consumers should be pro- 
tected against inferior electric appli- 
ances through the medium of a con- 
sumers’ laboratory to be operated under 
Government auspices. The laboratory 
should also conduct research looking 
toward the improvement of designs 
and new designs which will make elec- 
tric appliances best adapted to the 
needs of the average family. The mark 
of approval of such an agency may 
well become sufficiently important that 
few customers will buy equipment un- 
less it has been approved by such an 
agency.” 

In an editorial discussing “The Blue 
Star in Advertising” the Gas Age- 
Record for November 17, 1934, re- 
ferred to the above statement by Mr. 
Lilienthal and said “If such a Govern- 
ment agency is created, the gas indus- 
try may find it necessary to publicize 
the A.G. A. Testing Laboratory and 
its Approval Seal far more than has 
been done in the past. To prepare for 
such an eventuality, we urge all pos- 
sible publicity regarding the Cleveland 
Laboratory, carrying this story to women 
through their magazines and to all cus- 
tomers by newspaper stories and ad- 
vertising. Action on the use of the 
‘Blue Star’ in advertising may be post- 
poned, but we feel that the Laboratory 
itself must be popularized as soon as 
possible.” 

The Testing Laboratories have done 
considerable on their own initiative in 
bringing their activities to the atten- 
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tion of consumer groups, women’s 
clubs, home economics associations and 
to the public generally, all of which 
should assist our industry materially in 
promoting good-will, breaking down 
prejudices and sales resistance, and 
paving the way for greater sales in gas 
and gas appliances. Children, high 
school and college students, who in a 
few years will be the purchasers of 
gas or some other form of energy for 
household, industrial, and commercial 
uses, need to know what type of serv- 
ice is the best and most economical to 
use. What they learn in this way is 
also imparted to their parents and 
others. The Testing Laboratories have, 
upon request, supplied material in re- 
cent years to an average of from ap- 
proximately 5 to 10 colleges, universi- 
ties and high schools each month. This 
material has included copies of stand- 
ards and explanatory booklets on ap- 
pliance testing, inspection and research 
activities. 

Articles and mews releases have 
been written by members of the Lab- 
oratories’ staff and published in many 
magazines of wide circulation and in 
several metropolitan newspapers. Ex- 
hibits have been prepared and erected 
at many expositions, home economics 
conventions and other places of public 
notice to inform the public of the in- 
dustry’s appliance testing and approval 
program, which means better house- 
hold appliances for their use and more 
economical and satisfactory gas service. 


Seal as Sales Aid 


Important as this has been, it is only 
a drop in the bucket when compared 
to what is necessary and desirable in 
bringing this most valuable sales asset 
to the attention of all or even a ma- 
jority of the people. The public gen- 
erally does not even know that the 
Laboratories exist or that the gas in- 
dustry dedicated itself, through the 
establishment of the Testing Labora- 
tories some 11 years ago, to a program 
of self-regulation in the public’s inter- 
est and has strictly and unfalteringly 
made good on that promise ever since. 

It is gratifying to report that a start 
has been made by the industry in the 
right direction through a number of 
channels which should prove effective. 
The first of these, which is now under 
way, is the displaying of the Labora- 
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tory Approval Seal on all the full-page 
color advertisements prepared in con- 
junction with the national advertising 
campaign and which are being pub- 
lished regularly in the Saturday Eve- 
ning Post, Ladies’ Home Journal, 
Woman's Home Companion, McCall's, 
Good Housekeeping, and American 
Home. Coupled with this is the show- 
ing of the Approval Seal in the cook 
books given away to readers of the 
advertisements who request them. 


National Use of Seal 


The Approval Seal, accompanied by 
the statement ‘Be sure the gas appli- 
ances you install carry the Blue Star 
Seal of the American Gas Association 
Laboratory” is also being used in the 
full-page advertisements being pub- 
lished in Architectural Forum, Ameri- 
can Builder and Building Age, Domes- 
tic Engineering, and the Plumbing and 
Heating Trade Journal. Furthermore, 
a discussion of the Laboratories and a 
display of the Laboratory Approval 
Seal is included in all of the cook 
books being given away in conjunction 
with the “Mystery Chef” radio pro- 
gram, over a million copies of which 
have been distributed. These are cer- 
tain to focus the interest of customers 
in mumerous cases on the Approval 
Seal and would seem to make a promi- 
nent display of the Seal on appliances 
necessary and extensive advertising of 
the story behind the Seal desirable. 

In April, 1936, the A.S.A. Sectional 
Committee, Project Z21, A. G. A. Ap- 
proval Requirements Committee, au- 
thorized the Laboratories to proceed 
with the preparation and distribution 
to appliance manufacturers of gummed 
labels of the Approval Seal, which 
could be pasted on the exterior sur- 
face of approved equipment, and tags 
of the Seal for attachment to door han- 
dles of ranges and other conspicuous 
parts of appliances. These were made 
available about the first of September, 
and are now being used by a great many 
appliance manufacturers in addition to 
the permanent Approval Seal attached 
to the name plates of appliances. 

Over 500,000 tags and labels have 
already been purchased by manufac- 
turers and are now making their ap- 
pearance on appliances displayed on 
sales floors, in show windows, etc. 
Salesmen are urged to take advantage 


of this cooperation on the part of the 
appliance manufacturers to call atten- 
tion to this Seal and the things it 
stands for by way of insuring better 
appliances. With the Seal showing in 
all the national advertisements, its 
prominent display on equipment should 
enable an effective tie-in with the ad- 
vertisements. These labels and tags are 
placed on the appliances by manufac- 
turers and they should be retained on 
the appliance on the sales floor and 
until the appliance is installed in the 
customer’s home. The customer can 
readily remove the tags or wash off 
the labels, but in doing so she is im- 
pressed with the fact that the appli- 
ance is approved and will undoubtedly 
not only remember the Laboratory Ap- 
proval Seal but tell her neighbors and 
friends about it. 


Plan Book Being Prepared 


One of the most important recent 
developments in promoting the use of 
the Laboratories’ story and the Blue 
Star Seal in advertising was the organi- 
zation of a standing Committee on 
Publicity of the Laboratory Approval 
Seal, headed by B. J. Mullaney, vi-e- 
president of The Peoples Gas Light 
and Coke Company and former presi- 
dent of the American Gas Association. 
This committee, which is made up of 
some of the leading utility and appli- 
ance manufacturing executives of the 
country representing both the Ameri- 
can Gas Association and the Associa- 
tion of Gas Appliance and Equipment 
Manufacturers, recommended at its first 
meeting, in New York on September 
29, the preparation of a plan book on 
advertising the Laboratories, their pro- 
gram and the Approval Seal, for use 
by gas company and manufacturer ad- 
vertising departments, gas appliance 
dealers and others concerned with gas 
appliance merchandising and promo- 
tional activities. A request was also 
made to the Association's Executive 
Board for the approval of the plan and 
the appropriation of funds to prepare 
the plan book, which was approved by 
the Board at the meeting of that body 
on September 30. Work on this plan 
book, which is being prepared by the 
Committee on Publicity and Advertis- 
ing, headed by Henry Obermeyer of 
the Consolidated Edison Company of 
New York, Inc., is now under way. 
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A further activity which will tie in 
effectively with those outlined above is 
the preparation of a manual for use 
by gas appliance salesmen and for dis- 
tribution to prospective purchasers of 
appliances based on the approval 
standards and the Laboratories’ ap- 
proval program. The preparation of 
such a manual or series of manuals 


(Continued on page 39) 


New McCarter Award 
Made Available 


WARD of an 

additional cer- 
tificate in connec- 
tion with the Mc- 
Carter Medal in 
recognition of as- 
sistance contributing 
to the successful 
application of the 
Schaefer prone pres- 
sure method of re- 
suscitation was ap- 
proved by the Exec- 
utive Board of the 
American Gas As- 
sociation at its meeting in New York, De- 
cember 9. 

This action was taken on recommenda- 
tion of the Accident Prevention Committee 
and with the approval of Thomas N. Mc- 
Carter, president of the Public Service 
Electric and Gas Company, Newark, N. J., 
donor of the McCarter Medals and Certifi- 
cates. Such a certificate makes possible the 
recognition of a person who rescues a vic- 
tim of asphyxiation but does not participate 
in the actual resuscitation. 

Since the McCarter Medal was first es- 
tablished in 1923 through the generosity of 
Mr. McCarter, 545 men and women em- 
ployed by the gas industry have been 
awarded this medal for saving a life; 28 
have received bars for repeating the per- 
formance or saving a second life; two have 
saved three lives, and in recognition of re- 
peated bravery, each has received a Mc- 
Carter Medal and two bars, while 227 cer- 
tificates have been awarded to those assist- 
ing in resuscitations by the prone pressure 
method. 

In establishing the McCarter Medal, Mr. 
McCarter had two purposes in mind. The 
first was to provide suitable recognition for 
acts of heroism by members of the gas in- 
dustry. The other was to stimulate interest 
in and a knowledge of the prone pressure 
method of resuscitation: The increasing 
number of applications and widespread in- 
terest in the awards is evidence that these 
purposes have been accomplished. It is ex- 
pected that the establishment of this addi- 
tional certificate will further stimulate in- 
terest in the prone pressure method of 
resuscitation. 


T. N. McCarter 
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Comfort from Gas—AIl Winter, 
All Summer 


gegen gee the future possibili- 
ties of summer air conditioning 
with gas and the need for cooperation 
between the manufacturer and the gas 
industry in producing improved and 
tested gas burning equipment, the 
United Gas System, in September, 1935, 
installed a complete gas summer air 
conditioning system in the Production 
Office Building at Beeville, Texas. 
Equipment in this installation in- 
cludes a Bryant-Silica Gel gas-operated 


By C. A. McKInNEY 


United Gas Public Service Co., 
Houston, Texas 


was selected because it showed a sub- 
stantial saving in operating cost and 
afforded a complete gas summer air 
conditioning system utilizing the silica 
gel dehumidifier and afforded great 
flexibility with simplicity in control 
mechanism. It was readily adaptable 
installed central 


warm air heating system thus provid- 
ing a flexible year ‘round system. 

The office building is two-story, 
brick-veneer on hollow tile, concrete 
floor, concrete on tile ceiling with a 
ventilated tar and gravel roof. There 
are 81,000 cubic feet of conditioned 
space and 7,600 square feet of floor 
area. 

Design Temperatures 

To prevent the sudden chill shock 

when entering the building, as experi- 


to the previously 
dehumidifier in connection with a freon 
condensing unit for cooling, a gas-en- 
gine-driven generator in place of motors for 
driving the compressor and miscellaneous equip- 
ment, and an atmospheric type cooling tower. 

Comparisons of several combinations of 
air conditioning systems including the de- 
humidifier and generator with variation in 
compressor prime mover were studied. Each 
combination was compared with and without 
atmospheric and forced draft type cooling 
towers. The steam jet vacuum method and 
straight electric refrigeration with a freon con- 
densing unit were also compared with regard 
to investment and operating costs. 

All factors considered, the present system 





Condensing unit, evaporator coils, fan with variable 
speed motor and main air supply duct 


enced in so many buildings with a low tem- 
perature, and in keeping with the familiar 
phrase “It’s the humidity, not the tempera- 
ture,” this system was designed to maintain 
an inside condition of 85° and 40 per cent 
relative humidity with maximum outside con- 
ditions at 97° dry bulb and 83° wet bulb 
(57 per cent relative humidity). Tempera- 
tures recorded over a period of ome year 
previous to the installation showed a wet bulb 
temperature of 83° or higher occurred during 
10 per cent of daily maximum hours of sum- 
mer cooling season. 


Generator and Celotex housing enclosing gas engine By intentionally varying the conditions in- 
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Section of gas warm air 

furnace, gas silica gel de- 

humidifier and water pump. 

Left front is the winter air 

conditioner and left rear 

is the summer air condi- 
tioner 


Front view of Beeville office building, air conditioned with gas 


side the building during the past cool- 
ing season, it was found that about 
80 per cent of the occupants were sat- 
isfied with the inside condition stipu- 
lated in the design, or 85° and 40 per 
cent relative humidity; but 98 per 
cent of the occupants were satisfied 
with 83° and 45 per cent relative hu- 
midity, while no complaints whatever 
were received with 80° to 82° and 45 
per cent relative humidity (73° to 75° 
effective temperature) . 

Supplying 20 cfm of fresh air per 
occupant, calculations showed latent 
heat equivalent to 12.65 tons of re- 
frigeration to be removed by the silica 


gel dehumidifier, and 18.68 tons of re- 
frigeration representing heat removed 
by the refrigerating unit, making a 
total capacity of 31.33 tons. Of this 
total capacity latent heat constitutes 40 
per cent. 

A detailed flow diagram and equip- 
ment layout for both the summer and 
winter central air conditioning systems 
is shown in the accompanying illus- 
tration. The furnace and duct work 
are arranged so that by operation of a 
damper and summer-winter change- 
over-switch the cooling cycle may be 
changed to the heating cycle. A 3 pole 
double throw switch on the control 
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panel is used for feeding city power 
to the fan motor for the forced warm 
air heating system. 

Outside air is mixed with some re- 
turn air from the building which enters 
the silica gel dehumidifier, the mois- 
ture carried in this mixed air in the 
form of water vapor is condensed in 
the pores of silica gel by the process 
of physical adsorption, transforming 
the latent heat into sensible heat. This 
dehumidified air, having a high sen- 
sible heat (150° average) passes 
through water surface cooling coils, 
thereby being cooled to 98°. Leaving 
these coils, it mixes with some by- 
passed recirculated air to give a re- 
sultant temperature of 89°. This air is 
then filtered and is cooled by evapo- 
rator coils to 70° and delivered to the 
individual rooms. The evaporator, sup- 
plied by freon refrigerant from a com- 
pressor operates at 55° to 60°. 

A pump circulates water from a 
cooling tower located on the building 
roof to the condensing unit, dry air 
cooler and gas engine. A water meter 
in the make-up line to the tower re- 
cords the water consumption. 

Current for each motor driven unit 
is furnished by a 62.5 K.V.A. genera- 
tor direct driven by a 6 cylinder 92 
H.P. Waukesha gas engine operated at 
1200 R.P.M. Lighting and other 
power is purchased from the local 
electric utility. Selection of this size 
generator was governed by the starting 
current of the 15 H.P. compressor mo- 
tor. Total electric motor ratings com- 
prising the system is 30.5 H.P. 

Regulation of the engine speed is 
accomplished by a mechanical fly-ball 
type governor direct connected to the 
engine throttle. Ignition is by a high 
tension magneto and starting is accom- 
plished from a push button. The en- 
gine crank case oil and manifold are 
water cooled. Gas consumed by the 
engine and dehumidifier is metered 
separately. The engine heat and va- 
pors are removed from the basement 
by means of an exhaust fan located at 
the outlet of a duct leading from a 
celotex housing completely enclosing 
the engine. 


Automatic Control System 
A thermostat and humidistat with 
an outside compensator actuates the 
compressor motor and dehumidifier to 
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TABLE 1 


UTILitTy OPERATING Costs 


hour. Use of the gas engine generated 
power shows a saving in operating ex- 
pense of $452.05 per cooling season. 

An accurate account of utility oper- 
ating costs with quantities of materials 
consumed and average unit costs ob- 
tained over the 986 hour operating 
period and during the representative 
month of July (262 hours) is tabu- 
lated in Table 1. 

A summation of all components of 
the overall utility operating expense as 
prorated between: dehumidification by 
silica gel, cooling by water coils and 
the freon condensing unit and air dis- 








Per Season 


$201.60 
132.60 
$334.20 
None 
26.00 
32.31 


July—1936 


$54.20 

36.80 
85.5% $91.00 
00.0% None 
6.1% 6.50 
8.4% 8.96 





Gas—1. Gas Engine 
2. Dehumidifier 








Total per Season 
Total per Hour 

Quantities 

Gas—1. Gas Engine (C-F.)...... 
2. Dehumidifier (C.F.)..... 


$392.51 
$ 0.398 


100.0% $106.46 


$ 0.406 


60.3% 
39.7% 


576,900 
379,000 


59.5% 
40.5% 


156,800 
106,600 








100.0% 955,900 100.0% 263,400 


Electricity (Generated) (K.W.H.) 


1. Compressor 
2. Dehumidifier 


12,430 
2,582 
2,787 
6,043 


52.0% 3,350 
11.1% 713 
11.5% 736 
25.4% 1,627 





Total (K.W.H.) 
W ater—(Gallons) 


Oil—(Gallons ) 


Unit Costs 
Gas (Per MCF) 
Electricity (Per K.W.H.)... 
Water (1st 25,000 Gals.).. 
Con Orer GAL). ci. ie. 








23,842 6,426 
29,450 7,850 


50.5 14 


100.0% 


$ .35 
.010 

6.50 
64 











give automatic control of temperature 
and humidity. Separate polyphase watt- 
hour meters record the electric con- 
sumption of each motor of the system. 
The total initial investment for the 
complete installation including general 
overhead company work was $14,800. 
This is exclusive of the supply and re- 
turn ducts and heating equipment 
originally installed in the building but 
labor for changing furnace location is 
included in the total. Exclusive of the 
electric current generating equipment 
the installed cost per ton of required 
capacity was approximately $370. 


Operating Costs 

Operation of the plant during the 
past cooling season was from June 1 
through September 25 over which pe- 
riod it operated a total of 986 hours. 
Gas used by the dehumidifier and gas 
engine is purchased from the local 
company at retail price averaging 35¢ 
per mcf. Rates used in determining 
Operating costs are those in effect at 
Beeville, Texas. 

The operating cost, including ma- 
terials consumed, maintenance and re- 


pairs for this period of operation 
amounted to $451.45 or 45.7¢ per 
hour. Over a period of years the 
average total operating cost will show 
some increase over this amount since 
there will be additional maintenance 
not encountered during the first sea- 
son’s performance. Had the generated 
electricity been purchased from the lo- 
cal power company with prevailing 
rates at 2.91¢ per kw.hr., a total oper- 
ating cost for the same period of time 
would have been $903.50 or 91.5¢ per 


tribution is shown in Table 2. 


Performance 


With separate and independent con- 
trol of temperature and humidity the 
system has operated with a maximum 
in flexibility and has required very lit- 
tle maintenance. For the purpose of 
obtaining complete plant operating 
data an attendant has kept an accurate 
daily report of materials consumed and 
hourly readings of air and water tem- 
peratures entering and leaving each 
unit of the system. Operation of the 
plant has required little attention. 

Operation this past season required 
no maintenance on the dehumidifier 
other than usual routine oiling of me- 
chanical parts and no difficulty was 
experienced in securing the desired rel- 
ative humidity in the conditioned 
space. 

A change in the original engine 
throttle control levers and balancing 
of additional fly ball weights with ten- 
sion springs was necessary to minimize 


(Continued on page 37) 


TABLE 2 


UtiLity OPERATING Costs OF COOLING, DEHUMIDIFICATION AND AIR DISTRIBUTION 








June 


July Aug. Sept. 


Cooling Season 





Hours operated 251 
Latent heat removed by dehumidifier 38.68 
Sensible heat removed by dry air 

cooler 8 26 


262 267 206 986 
44.17 42.04 34.30 40.5% 159.19 


8.20 8.10 6.47 7.9% 


31.03 





Dehumidified and partially cooled 
46.94 
Sensible heat removed by refrigeration 46.76 


Air distribution 


52.37 50.14 40.77 
46.43 46.00 34.39 
7 66 7.60 5.69 


190.22 
173.58 
28.71 


44.3% 


7.3% 








Total utility costs........... $101.46 
Total utility costs per hour..$ .404 


106.46 


103.74 80.85 


100.0% $392.51 
406 388 392 i 


398 
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A. G. A. and National Gas Advertising 
Discussed By Company Manager 


T the eighty-eighth annual share- 
holders meeting of the Consum- 
ers Gas Company of Toronto, Novem- 
ber 9, Edward J. Tucker, newly 
appointed general manager, presented 
the annual report of the directors and 
the annual statement. Mr. Tucker suc- 
ceeded, as all gas men know, our well- 
beloved former president, Arthur 
Hewitt, with whom he had been as- 
sociated twenty-six years. 

Moving the adoption of the report, 
the new president, Thomas Bradshaw, 
said in part: 

“During the eighty-eight years of its cor- 
porate life, this Company has had only 
three General Managers: 

Henry Thompson (1848-1875) 27 years 
W. H. Pearson (1875-1909) 34 years 
Arthur Hewitt (1909-1936) 27 years 

“These three men contributed to the 

Company a total of 132 years of service.” 


Improvement of Service 

Seconding the resolution for the adoption 
of the Report, Colonel J. F. Michie said: 

“I would like to say a word regarding the 
efforts made by the Company toward pop- 
ularizing the use of gas in the home. For 
some time it had been realized that in the 
older sections of the City, conditions were 
such that it was impossible to give proper 
service. In many cases additional gas ap- 
liances had been installed over a period of 
years which made the supply of gas from 
the original piping insufficient to obtain the 
best results. Some eight years ago, the 
Company set out to correct this situation 
and embarked on a program of rehabilita- 
tion work. 

“One section of the City has been taken 
at a time and thoroughly investigated. Up 
to date over 30,000 premises have been ex- 
amined. Where necessary, the service and 
house pipes have been cleared and in some 
cases reconstructed and many thousands of 
gas burners have been adjusted. All this 
has been done without charge and we have 
received thousands of letters expressing sat- 
isfaction at the improvement in service after 
our men had completed their work. Re- 
cently the Company has added another serv- 
ice known as the Kitchen Modernization 
Service, which consists of advising and, if 
required, preparing drawings on remodel- 
ling, decorating and equiping kitchens and 
this is also, of course, without charge. 

“I have much pleasure in seconding the 
resolution for the adoption of the Report.” 

The General Manager being called upon, 
said: 


“From the report now before you, it will 
be observed that the earnings for the year 
have been sufficient to cover all operating 
expenses, repairs, taxes, and the payment of 
the regular dividend, and to add to the 
Company's funds a net amount of $101,- 
537.97 


A. G. A. Laboratory Praised 


“At last year’s meeting, the Chairman, in 
moving the adoption of the Report, told 
you something of the establishment at 
Cleveland some ten years ago by the Ameri- 
can Gas Association, of a testing laboratory 
costing some $1,250,000.00, the chief func- 
tions of which were to develop standards 
of construction and performance for all 
types of gas-burning appliances, and to 
prosecute a program of research into prob- 
lems of gas production, gas distribution and 
gas utilization. 

“This great co-operative effort toward 
improvement in gas appliance design and 
construction has placed the gas industry 
definitely in a better position with respect 
to the competition constantly being offered 
by other fuels. In this connection, one must 
not overlook the splendid contribution that 
has been made by manufacturers in design- 
ing and building modern gas appliances 
which are unequalled for their operating 
efficiency and their attractive appearance. 

“It has been recognized by the gas indus- 
try generally that many of its problems can 
be met only by a national approach and 
with the interest and practical co-operation 
of each individual company. Actuated by 
this thought, the American Gas Associa- 
tion during the past year embarked upon a 
program of national advertising, with the 
object of promoting public acceptance of 
gas as the modern efficient fuel for all 
household, industrial and commercial pur- 
poses for which heat is required. 

“The program contemplates the spending 
of $500,000.00 each year, for three years. 
Full-page color advertisements will appear 
in the leading women’s and family maga- 
zines. In all, nearly ninety-one million full- 
page color messages will go to the public 
each year. All of these magazines have a 
large circulation locally, which should add 
effectiveness to the Company's own adver- 
tising copy and materially assist this Com- 
pany in its efforts to strengthen its position 
by inviting attention to the many advantages 
provided by the use of gas in the home. 

“Modern business cannot long exist with- 
out sales and promotion efforts. Like all 
other industries, the gas industry must be 
prepared to meet the challenge of compe- 
tition and of changing trends, and be able 
to adapt itself to new demands and condi- 
tions. 
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“The importance of branch showrooms 
as a means of bringing our service to the 
notice of the public has been fully appre- 
ciated, and because of the local character 
they possess, they are of great value in 
maintaining close contact between the Com- 
pany and its customers. 

“The Home Service department plays an 
important part in the sales activities of the 
Company. To interest homemakers in the 
art of cooking and modern theories of food 
values, and to educate them in the efficient 
and economical use of their gas appliances, 
demonstration lectures are given in this 
auditorium and in the auditorium of our 
North Toronto showroom. The total regis- 
tered attendance at these lectures of 40,000 
per season is conclusive proof of the in- 
terest and goodwill they create. 

“In this work, the rising generation has 
not been overlooked. Classes for Girl 
Guides are held on Saturday mornings dur- 
ing the winter season, with an average at- 
tendance of 250 girls. During the Easter 
holidays, practical and written examinations 
are conducted in this room, at which last 
year 85 per cent of the candidates were 
successful in obtaining the ‘Cook’s Badge.’ 

“Notwithstanding the keen competition 
we have to face, I am satisfied that the 
future for gas is as bright as ever, pro- 
vided the Company maintains good service 
and is organized and prepared to go out 
and get the business that rightfully be- 
longs to it.” 

The Resolution for the adoption of the 
Revort was carried unanimously. 


Gas Research as a 


Capital Asset 


Two gems on the problem of re- 
search in the gas industry are reported 
in the London, Gas World’s account 
of the Autumnal research meeting of 
The Institution of Gas Engineers, as 
follows: 

“The industry is not sufficiently research 
minded; the amount of money which is be- 
ing spent on the production side of the in- 
dustry for collective research scarcely 
touches the fringe of collective security for 
the industry. lt is a very small amount 
when compared with the capital that is in- 
vested.” —Mr. RHEAD. 

"Research creates a capital asset that does 
not show on the balance sheet, but is one of 
the best safeguards of the assets that do ap- 
pear on the balance sheet.""—Sim Harop 
HARTLEY. 
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Chimney Liners 


ONDENSATION in chimneys 

where gas is used as a fuel has 
long been a problem confronting the 
gas industry. The past heating season 
with its protracted cold spell made us 
realize how serious this problem can 
be if measures are not taken to protect 
the chimney. 

At the close of the Mid-West Gas 
Association Convention last April, an 
impromptu meeting was held by a 
group of men who were seeking a so- 
lution to their chimney problems. All 
present agreed that a decision should 
be reached relative to whether ot not 
all chimneys should be lined, and 
what materials could be recommended 
as best suited for this purpose. A com- 
mittee was formed, each member of 
which was charged with the respon- 
sibility of gathering certain data which 
could be discussed at later meetings. 
The information which is to follow is 
the result of the committee’s work. 


30 Companies Surveyed 

A survey was made of thirty gas 
companies in the northern part of the 
United States, which represents a total 
of 94,000 gas burner installations. Of 
that number only 4.8% of the chim- 
neys have been lined with a liner ex- 
pressly for gas fuel. From these fig- 
ures the problem of condensation in 
chimneys appears to be a minor one, 
but the past heating season has changed 
the viewpoint of many gas companies 
and the percentage of liners will rise 
sharply. Several of the largest gas 
companies in this area already have 
adopted a policy of lining the chimney 
in every case at the time of installation 
of the gas burner. They are also 
recommending a liner for the old in- 
stallations at the first sign of trouble. 

Condensation will form in prac- 
tically every chimney during the ex- 
treme cold weather, an outside chim- 
ney with three sides exposed is one 
extreme and an inside chimney extend- 
ing through a heated attic is the other. 
A severe winter such as we had dur- 
ing the past season caused trouble that 


Paper presented at the Mid-West Gas School 
and Conference, Iowa State College, Ames, 
November, 1936. 


By Me vin C. Eck 


Minneapolis Gas Light Co., 
Minneapolis, Minnesota 


perhaps would not have been brought 
out in three or four normal winters. 
Many of the most flagrant cases of 
damages are due to faulty construction 
of the chimney, and could not be de- 
tected without a close examination. I 
have witnessed cases in which a con- 
tractor has skipped the tile lining near 
the top of the chimney for a distance 
of a foot or two just to eliminate the 
cutting of a tile for the short length 
needed. In most of the larger cities 
the building ordinance requires a fire 
clay flue liner on all new construction. 
This type of chimney is far superior 
to the brick and mortar chimney, but 
is not the answer to the problem, when 
gas is used for heating the home, due 
to the porosity of the tile and the 
leakage at the butt joint. The life- 
time of this type of chimney is limited, 
and depends on the severity of the 
conditions to which it is exposed. 


Flue Liner Advantages 


Many advantages are derived from 
installing a properly sized flue liner at 
the time of the burner installation. 
Actual tests have shown the fuel econ- 
omy to be as high as ten to fifteen per 
cent in some cases, and in every case 
to be large enough to be noticed. Due 
to the lowered cross-sectional area, less 
air goes up the chimney, and conse- 
quently, less infiltration into the house. 
Basements are kept warmer, and draft 
conditions and “cold 70” are lessened 
on the first floor. Damage which may 
come to the chimney and walls is elim- 
inated, and this cannot be measured in 
dollars and cents only. Our competi- 
tors selling other types of fuel, use 
this chimney angle as a knocking point 
of gas heat. 

It is a serious problem when the 
chimney becomes saturated with con- 
densation. A liner installed then will 
prevent further damage, but it is al- 
ready too late to eliminate all the trou- 
ble. A chemical analysis of the mortar 
from a chimney that had been torn 


down showed the presence of sul- 
phuric acid and calcium sulphate. The 
sulphur in the coal used previous to 
the gas installation is largely respon- 
sible for the presence of these two 
compounds. Once the acid (being hy- 
groscopic in nature) is carried through 
to the plaster, it will absorb moisture 
from the air on every humid day. The 
wall can be repapered, but the spots 
will appear again at a time of high 
humidity. There are two alternatives 
offered as a remedy to this condition, 
one being to remove the plaster and 
the other to treat the plaster to remove 
this moisture absorbing condition. One 
method of treating the plaster is with 
sodium silicate, which will neutralize 
the acid and harden the plaster. This 
method has been successful and has 
prevented the spots from appearing on 
the new paper. A bulletin by the 
United Light and Power Engineering 
and Construction Company named 
“Report of Moisture Conditions in 
Chimneys Where Gas Heat Is Used” 
goes into detail as to the materials 
required and methods of application 
to the affected surface. 

The method used in the different 
cities for the sizing of flue liners is 
not consistent, and will vary from 
5,000 B.t.u. per square inch to 10,000 
B.t.u. per square inch. Another method 
is to install the largest liner possible. 
The figure most widely used is the 
one recommended by the A.G. A. 
which is 7,500 B.t.u. per square inch. 
The company using 10,000 B.t.u. per 
square inch bases its argument on the 
warm air heating code which states 
that the vertical stacks need be only 
70% of the basement warm air pipe 
area. Actual experience has proved this 
method to work out very successfully. 

Storage water heaters and tank heat- 
ers can be vented into the chimney lin- 
ing usually without any change in the 
sizing of the liner, but instantaneous 
water heaters must be taken into con- 
sideration. The gas input of an in- 
stantaneous water heater may be almost 
as high as the input of the gas burner 
and the sum of the two should be 
used when sizing the liner. Ranges on 
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the first floor are usually vented into 
the chimney around the outside of the 
liner. When this is done the top of 
the chimney cannot be sealed up 
around the flue liner. When all the 
appliances are vented into the liner, 
the top can be sealed to form a so- 
called dead air space. The ideal cap 
for the top of the chimney is lead, but 
a Portland cement mixture is the one 
most commonly used, and then covered 
with a waterproofing material. One 
contractor in Chicago makes up a pre- 
cast concrete cap so that it can be in- 
stalled even in the coldest of winter. 


Preventing Condensation 


We have been talking about protect- 
ing the chimney by installing a liner 
to prevent the flue gases from coming 
in contact with the cold walls, but an- 
other angle is to keep the flue gases 
above the dew point to prevent the 
condensation. We cannot sacrifice effi- 
ciency by raising the stack temperature, 
but two other methods are available: 

1. Lower the dew point. 

2. Cut down the heat loss of the 

chimney. 


The dew point can be lowered by 
the addition of more air to the flue 


gases. By the addition of basement 
air, the temperature of the mixture is 
lowered more than the resulting lower- 
ing of the dew point, so nothing is 
gained. To cut the heat loss of the 
chimney will require insulation. A 
liner is dropped down the center of 
the flue and then an insulating ma- 
terial is packed between the liner and 
the chimney walls. This may be used 
on new installations, but should never 
be attempted on an old job in which 
the chimney walls are saturated with 
moisture. The insulating material will 
soak up the moisture, and the chim- 
ney being capped at the top will leave 
no way for the material to dry out. 
The following data on materials 
used for flue liners are based on the 
reports from the different gas com- 
panies, and are their actual experience 
with about ten materials. There seems 
to be a difference of opinion on some 
of the materials, successful in one lo- 
cality and condemned in another. 


Copper 
The results with copper were only 
fair, with only one company reporting 


having success with it and their ex- 
perience was limited. One company 
reported using a heavy gauge copper 
and the liner was standing up well, 
but was starting to show definite signs 
of corrosion. 


Lead Coated Pipe 

Not recommended very highly by 
any one. Three or four years seems 
to be the lifetime from actual experi- 
ence, but one company has estimated 
the lifetime as 8 to 10 years. The 
general opinion is that it will not stand 
up long enough to warrant its use. 


Transite Pipe 

Transite has been widely used, and 
the general opinion seems to be that 
it is very successful when properly in- 
stalled. The most serious trouble ex- 
perienced is leakage at the joints, but 
this is not a common fault. Transite is 
difficult to install due to the large 
outside diameter of the coupling com- 
pared with the inside diameter of the 
pipe. It cannot be used in an offset 
chimney, unless the chimney is opened 
up to install the offset fittings. 


Aluminum 
Aluminum pipe has not been used 
to any great extent, and those who have 
experimented with it are not pleased 
with the results. It does not stand up 
long enough to warrant its use. 


Vitreous Enamel Pipe 

Of all the materials on the market 
the vitreous enamel pipe, at the pres- 
ent, seems to be the best answer for 
a chimney liner. It can be used in 
either straight or offset chimneys as the 
manufacturer makes the pipe in joints 
as short as six inches. With these 
short joints an offset can be handled 
with ease. The lifetime of this pipe 
is not known, but if handled with rea- 
sonable care, and the enamel not 
chipped off to expose the metal, it 
should well be worth the investment. 
An eight-inch liner of this type was 
installed in Minneapolis five years ago, 
in an outside chimney, and looks as 
good today as when it was installed. 
A “condensation eliminator’ of the 
same material is put out by this manu- 
facturer, the merits of which I know 
very little, except the claims made by 
the manufacturer. 
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Stainless Steel 

The reports on 18-8 chrome nickel 
steel and Alleghany metal are very 
satisfactory. A few cases of corrosion 
have been found, but this particular 
company believes it to be a defect in 
the material and have not removed it 
from their approved list. 


Spraying with A. C. E. 

This method has not proved satis- 
factory because of the difficulty in get- 
ting a coating to cover the entire sur- 
face. Even when applied to a clean 
sound base the lifetime is only about 
three years. 


Dipped Metal Pipe 

Some work has been done with 
metal pipe dipped in A. C. E., but 
the experience is limited and very little 
known as to the lifetime of this ma- 
terial. 

Tile 

Vitrefied glazed tile is very satisfac- 
tory if it has a bell or slip joint. A 
butt joint tile should never be used. 
The joints should be caulked either 
with lead or an acid-resisting cement. 
This is an ideal material with which 
to line a chimney, for a new construc- 
tion, but is difficult to install in an old 
chimney. A manufacturer of clay prod- 
ucts, here in Iowa, has made samples 
of a slip joint tile that is very hard 
and dense. The cost per lineal foot is 
about one fourth that of the metal 
liners, and if made in an oval it could 
be lowered into an existing chimney. 

There are many points in favor of 
a chimney liner, but only one argu- 
ment against it, and that is the cost. 
Somebody has to pay for it, and the 


logical place for it is in the price of © 
the burner. The raise in burner price 7 
may at first be a resistance to sales, but | 
it will remove a knocking point from 4 
A liner installed at 7 
the time of the burner installation will 7 
remove the possibility of damage to § 
the customer’s premises and surely a | 
customer with a damaged chimney is § 


our competitors. 


a poor booster for gas heat. 


One of the outstanding virtues of 7 
the gas industry is the willingness with ~ 


which one utility will share its knowl- 
edge with another. The research on 
chimney liners should not cease when 
we think we have found a satisfactory 
liner, but keep on until we have found 
the “perfect” liner. 
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House Heating Council 
Holds Annual Meeting 


HE seventh annual meeting of the Met- 

ropolitan House Heating and Air Con- 
ditioning Council was held at the Hotel 
Governor Clinton, New York City, De- 
cember 16, attended by the largest group 
which has ever taken part in this annual 
event. W. A. Scully, of the Consolidated 
Edison Co. of New York, chairman of the 
Council, presided throughout the meeting. 

The first paper on the program was by 
Howard S. Giez, builder, of Montclair, 
N. J., who outlined his program of using 
modern gas air conditioning installations 
as an effective factor in promoting his de- 
velopment sales. 

The dealer’s viewpoint of gas heating 
was presented by R. K. Hart of the Hart 
Air Conditioning Company, Union City, 
N. J. Mr. Hart pointed out effective ways 
of selling gas heating to large building 
developments, especially in the low-priced 
field, and indicated how his company made 
use of the fact that they were both in the 
oil burner and gas burner business. A great 
many practical selling points were brought 
out which the audience received most en- 
thusiastically. 

One of the most interesting papers on 
the program was presented by R. J. Ruther- 
ford, vice-president of Worcester Gas Light 
Company, who, while declining to essay 
the task of prophet,—having in mind the 
recent election—pictured to the audience a 
real vision of what's ahead in house heating 
sales. 

Following luncheon, N. T. Sellman, as- 
sistant vice-president of Consolidated Edi- 
son Company of New York, made a short 
address of welcome stressing the place of 





gas house heating sales in the future of 
the gas companies. 

The afternoon program opened with the 
showing of the employee educational film 
“That's What You Think” prepared by the 
Consolidated Edison company, and this was 
followed by a symposium on sales entitled 
“That’s What We think.” Four short talks 
were given by outstdnding house heating 
salesmen on topics of practical interest to 
all of the selling forces. M. K. Johnson, 
Public Service Electric and Gas Company, 
presented “Time Saving Aids for Sales- 
men”; F. E. Elliott, Jersey Central Power & 
Light Company, presented “Sales Aids 
Other Than Regular Advertising.” A suc- 
cessful selling plan for promoting water 
heating was outlined by H. T. Sherwood, 
Westchester Lighting Company, who re- 
cently won a gold medal for water heater 
sales in the American Gas Association's 
national contest. E. C. Roeser, Long Island 
Lighting Company, gave the salesman’s 
viewpoint along the same topics which had 
been presented in the morning by Mr. 
Giez, builder, and Mr. Hart, dealer, ‘“Reach- 
ing the New Home Market.” 

The final presentations were by repre- 
sentatives of manufacturers of summer air 
conditioning equipment under the title 
“Let's Have No Slump Next Spring.’”’ Three 
equipment builders outlined their spring 
plans for the use of gas for summer as 
well as winter air conditioning. 


—C. G. S. 


Elor Gunst Dies 


LOR GUNST, representative in Den- 

mark of West's Gas Improvement 
Company and well known to the gas fra- 
ternity throughout the world, died at his 
home in Scandinavia on October 23. 
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Joseph E. Nason Dies 


OSEPH E. NASON, formerly president 

of the Eriez Stove and Manufacturing 
Company, Erie, Pa., and later associated 
with the Cleveland Cooperative Stove Com- 
pany, Cleveland, Ohio, died recently. Mr. 
Nason was widely known in the gas indus- 
try and was an active supporter of the 
American Gas Association. 


Natural Gas Meeting 
May 10 to 15 


HE A.G.A. Natural Gas Depart- 

ment’s spring meeting will be held in 
Kansas City, Missouri, during the week of 
May 10, 1937. 

This meeting will be of unusual interest 
to the natural gas industry as the manufac- 
turers and supply men have decided to 
hold an official exhibit. This will be held in 
the new Civic Auditorium which has a total 
display space of 90,000 sq.ft. From the 
preliminary interest shown, it will be the 
largest and most instructive display of the 
latest developments by the manufacturers, 
supply men and appliance manufacturers. 

The hotels of Kansas City have already 
been advised of this coming Convention. 
While a guarantee of ample rooms to 
house delegates has been made, those plan- 
ning to attend are urged to make reserva- 
tions as far in advance as possible in order 
to assure proper accommodations. 

The program committees are already at 
work laying out a program of live and in- 
teresting topics for discussion during this 
gathering and shortly after the first of the 
year a tentative program of proposed sub- 
jects and events will be issued. Mark the 
date on your calendar. 





Display Trailer to Carry Gas Refrigerator 


The Dallas Gas Company, Dallas, Texas, will use the new gas refrigerator display trailer shown above to demonstrate the use of gas refrig- 

eration to rural homes in the company's rural gasification program. In the picture, left to right, are: Jack Lynch, district sales manager for 

Servel, Inc., donors of the equipment shown, congratulating Wesley F. Wright, vice-president and operating manager, who was awarded 

the car and trailer at the A.G. A. convention in Atlantic City; Jake Lynn, sales department; Lew Libby, Servel, Inc., representative; R. G. 

Soper, president, Dallas Gas Company; C. K. Patton, new business manager; George Hargrave, sales supervisor; and Herbert Shoemaker, 
Servel, Inc., representative who drove the car to Dallas and presented it to Mr. Wright 
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Affiliated Association Activities 


New England Gas 
Association 
DVANCE 


notices of 
the annual 
meeting of the 
New England 
Gas Associa- 
tion to be held 
Thursday and 
Friday, Febru- 
ary 11 and 12 
at the Hotel 
Statler, Bos- 
ton, indicate a 
record gather- 
ing of New 
England — gas 
men and a pro- 
gram well in keeping with the new spirit 
in the industry. 

The tentative program, which is the re- 
sult of more than 100 suggestions from 
member company managers, includes a 
well-balanced group of subjects with spe- 
cial emphasis on sales. Many men in the 
forefront of the industry will address the 
delegates. R. J. Rutherford, Worcester, is 
chairman of the Program Committee. 


R. J. Rutherford 


Contest Awards 

A feature of the opening session Thurs- 
day morning will be the presentation of 
sales and best paper contest awards. A 
total of more than 50 sales awards are to 
be made to member companies who are 
divided into four groups according to 
meters. These sales contests cover ranges, 
refrigerators, water heaters, house heaters, 
space heaters and domestic output. Best 
paper awards are made to those members 
who have presented the most worthwhile 
papers before each of the five divisions of 
the Association. 

Other events on tap for the first session 
include the President's Address by F. L. 
Ball, Boston, and a review of Association 
activities by Clark Belden, secretary. A per- 
sonal appearance of the Mystery Chef has 
also been planned for this session. 

Summer and winter air conditioning lead 
the topics which have been selected for dis- 
cussion Thursday afternoon. Others which 
have been assigned for discussion by key 
men are: Serving the Commercial Market, 
New Developments in Industrial Gas Ap- 
plications, New Production and Distribu- 
tion Developments, This Question of Serv- 
ice and A Review of Manufacturers’ Activ- 
ities. 

Friday's program includes such timely 
subjects as: Appliance Financing, Local 
Promotional Advertising, Modernization 
Developments, Customer Service, Meeting 
Domestic Competition, Market Research 


Possibilities, Reaching the New-Home 
Market and Home Service Developments. 

The annual dinner and dance will be 
held on Thursday evening in the Hotel 
Statler. 


Wisconsin Utilities 


Association 
OMMITTEE members of the gas sec- 


tion, commercial and technical divi- 
sions of the Wisconsin Utilities Associa- 
tion at a recent conference in Manitowoc 
decided to hold a joint convention and 
manufacturers’ exhibit at the Schroeder 
Hotel in Milwaukee, March 15-17. 

T. J. Danehy, chairman of the section, 
appointed J. H. Fagan, chairman of the 
program and exhibit committees and au- 
thorized him to select an exhibit commit- 
tee sufficiently representative to solicit 
comprehensive commercial and technical dis- 
plays. Additional members of the pro- 
gram committee appointed are: E. C. 


Brenner, T. J. Danehy, Henry Dropp, H. 
S. Richardson and A. A. Schuetz. 

The opinion prevailed that the first con- 
vention day be devoted to joint sessions at 
which national authorities on commercial 
as well as engineering and operating sub- 
jects should be the speakers. Topics are 
to be selected that will interest and benefit 
operators, engineers and sales forces. 

The second dy is to be set aside for 
parallel meetings, to be conducted individ- 
ually by the commercial and technical divi- 
sions. At these sessions only such topics 
are to be scheduled as will apply specifically 
to the work of each division. 

The morning of the third day is to be 
reserved for technical round table discus- 
sions should it be found that supplementary 
convention time is needed to allow for 
full discussions. 

These suggestions are to be considered 
as a guide by the program committee which 
may rearrange schedules, topics and speak- 
ers as it deems best. Leaders in the in- 
dustry will be invited by the program com- 
mittee to address the convention. 


Convention Calendar 


JANUARY 


National Bottled Gas-Ass’n 
Waldorf-Astoria Hotel, New York, 


American Society of Heating & Venti- 
lating Engineers 

Hotel Statler, St. Louis, Mo. 
American Institute of Electrical Engi- 


neers 
New York, N. Y. 


FEBRUARY 


Eastern Natural Gas Regional Sales Con- 
ference 

William Penn Hotel, Pittsburgh, 

Pa. 
Southern Gas Assoc!ation—Southwest Re- 
gional Gas Sales Conference 

Peabody Hotel, Memphis, Tenn. 
New England Gas Association 

Hotel Statler, Boston, Mass. 


Mid-West Regional Sales Conference 
Palmer House, Chicago, III. 
Joint Gas Conference—British Gas Fed- 


eration — 
Birmingham, England 


MARCH 


Wisconsin Utilities Association—Gas 
Section, Commercial and Technical Divi- 
sions 

Schroeder Hotel, Milwaukee, Wisc. 


APRIL 


12-14 A. G. A. Distribution Conference 
Washington, D. C. 


27-29 U. S. Chamber of Commerce 
Washington, D. C. 


MAY 


4-5-6 Pennsylvania Gas Association 
Lodge of the Sky Top Club, Sky 
Top, Pa. 

Wk. 10 Natural Gas Department, A. G. A. 
Kansas City, Mo. 


24-26 A. G. A. Production and Chemical Con- 
ference 
New York, N. Y. 


JUNE 


2-4 Edison Electric Institute 
Chicago, Il. 
10-11 Canadian Gas Association 
Chateau Laurier Hotel, Ottawa, Can- 
ada 
11-16 International Gas Union 
Paris, France 
14-20 Second World Petroleum Congress 
Paris, France 
24-26 American Society of Heating and Venti- 
. a Engineers 
ew Ocean House, Swampscott, 
Mass. 


OCTOBER 


Wk. 11 American Gas Association 


18-21 American Society for Metals 
Atlantic City, N. J. 
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Mid-West Gas Association 


IHE sixteenth annual Gas School and 
Conference, sponsored jointly by the 
Mid-West Gas Association and the Iowa 
State College, was held November 18-21 
in Ames, Iowa, with outstanding success. 
Attendance at the sessions was the high- 
est in the history of the school. A large 
number of informative papers were pre- 
sented and evoked such spirited discus- 


sion that it was difficult to keep the con- 
ference on, schedule. One of the papers, 
“Chimney Liners,” by Melvin C. Eck, is 
reprinted in this issue of THE MONTHLY. 
Exhibits of gas appliances and equip- 
ment, some of which were brought directly 
from the A.G.A. convention in Atlantic 
City, attracted much favorable comment. 
Robert L. Klar was chairman of the 
committee in charge of the conference. 





Personal and Otherwise 





Leonard Heads Devonian 
Oil Company 
RCHIE W. LEONARD was elected 
president of the Devonian Oil Com- 
pany at a directors’ meeting held in Pitts- 
burgh, Penna., on November 14. He suc- 
ceeds the late Joseph H. Evans. 

Mr. Leonard has been in the oil and gas 
business since his boyhood. He was a driller 
and contractor before he became a pro- 
ducer and an oil and gas executive. His 
father, the late J. R. Leonard, was a 
pioneer oil man and one of the founders of 
the Devonian Oil Company. 

He has been vice-president of the Okla- 
homa Natural Gas Corporation, a director 
in the Chestnut & Smith Corporation, vice- 
president and general manager of the 
Devonian Oil Company, and president of 
the old Natural Gas Association of 
America. He is a member of the American 
Gas Association. 

Mr. Leonard’s long experience was 
called upon when the gas line from the 
Texas Panhandle to the State of Indiana 
was being constructed, and he directed the 
work of crossing rivers and of overcoming 
other difficult hazards encountered in that 
undertaking. He is one of the most widely 
known and highly regarded men in the in- 
dustry. 


New Assignments for 


Parry and Olcott 


ONALD D. PARRY and H. W. Ol- 

cott, president and secretary, respec- 
tively, of the Public Utilities Advertising 
Association, recently resigned their posi- 
tions with gas companies to become affi- 
liated with new organizations. 

Mr. Parry resigned as advertising mana- 
ger of the Central Hudson Gas and Electric 
Company, Poughkeepsie, N. Y., to join the 
staff of Wilson and Haight, Inc., Hartford, 
Conn., advertising agency active in the pub- 
lic utility field. Since 1930, under Mr. 
Parry's direction, Central Hudson has won 
three firsts, three seconds, and one honor- 
able mention in P.U.A.A. Better Copy 
contests. 

Mr. Olcott resigned as advertising mana- 





ger of The Philadelphia Gas Works Com- 
pany to become an account executive on 
the staff of Daniel Starch and Associates, 
located in New York. He goes to the 
Starch organization with more than twelve 
years’ experience in public utility publicity 
and advertising fields. 

Both Mr. Parry and Mr. Olcott have 
been active in A.G.A. advertising com- 
mittees. 


Home Service Organizer 
to Retire 


FTER more 

than 41 years 
of service with The 
Peoples Gas Light 
and Coke Company, 
Chicago, Paul D. 
Warren, assistant to 
the vice-president of 
sales, and the first 
superintendent of 
the first Home Serv- 
ice department in 
the country, retired 
on January 1. 
From the start of 
his gas company career in Chicago, on July 
5, 1895, Mr. Warren's ability and workable 
ideas attracted attention, and after a few 
years of “apprenticeship” he was made 
manager of the company’s first Addresso- 
graph department. Thereafter he rose from 
one supervisory and executive position to 
another, being appointed to head the com- 
pany’s Stationery, Application, and Book- 
keeping departments. 

Mr. Warren was appointed superintend- 
ent of the Home Service department, and 
assistant to the vice-president in charge of 
sales on June 2, 1924. This was at a 
time when the spark of the Home Service 
idea was first set off; it was beginning to 
be accepted as a method of offsetting con- 
ditions that were forming as an aftermath 
of the World War, when new generations 
of housewives were growing up and getting 
married, without the inclination and skill 
to deal adequately with dining room and 
kitchen problems. Mr. Warren was the 
first executive organizer of this highly im- 
portant addition to the gas industry. 


Paul D. Warren 
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For many years during his career, Mr. 
Warren engaged in gas association work. 
In 1927 and ‘28 he was president of the 
Illinois Gas Association. He has also 
been active in American Gas Association 
work, serving as chairman of numerous 
committees in the Accounting and Com- 
mercial sections. For three consecutive 
years he had charge of the Accounting sec- 
tion exhibits at Atlantic City. He has also 
been vice-chairman and chairman of the 
Home Service committee of the association. 


C. E. Dougherty Resigns 


from Chattanooga Gas 


ESIGNATION of C. E. Dougherty, 

for the past 14 years sales supervisor 
of The Chattanooga Gas Company, and the 
appointment of Orin F. Reynolds, as succes- 
sor to Mr. Dougherty, was announced Dec. 
11, by A. J. Goss, vice-president and gen- 
eral manager. 

Mr. Dougherty’s resignation to take effect 
Dec. 31 was tendered that he might give 
his full time to affairs of the Chattanooga 
Button and Badge Manufacturing Com- 
pany, which he acquired during October. 

Coming to Chattanooga 14 years ago 
from Ottumwa, Iowa, where he had been 
associated with Mr. Goss for the previous 
four years, Mr. Dougherty assumed full 
charge of the sales department of The Chat- 
tanooga Gas Company and has continued in 
that position since. 

Mr. Reynolds has been with The Chat- 
tanooga Gas Company for the past 12 years 
as chief engineer and in charge of industrial 
and commercial sales. As successor to Mr. 
Dougherty, he will have general supervision 
over all sales activities including industrial, 
commercial and domestic. 

Immediately upon his appointment as 
sales supervisor, Mr. Reynolds announced 
the appointment of Robert S. Kinzalow, as 
his assistant in direct charge of commercial 
and industrial sales, and Guy P. Newbern, 
as assistant in direct charge of domestic 
sales. 


Bastian-Morley Changes 


ASTIAN-MORLEY CO., INC., Laport, 

Ind., manufacturers of gas equipment, 

have announced the following personnel 
changes. 

Jim Donnelly, formerly sales promotion 
manager, has been promoted to sales man- 
ager effective November 16. Mr. Donnelly 
joined Bastian-Morley Co.. Inc., in 1923 
after several years in the advertising and 
merchandising field. 

J. P. Hutchinson has been promoted to 
assistant sales manager and R. I. Smith, 
formerly sales representative in the Phila- 
delphia area since 1935, has been trans- 
ferred to the factory. Mr. Smith assumes 
new duties as manager of the testing and 
inspection department. An electrical engi- 
neer, Mr. Smith joined the Bastian-Morley 
organization as Philadelphia representative 
after a number of years in the public utility 
field. 
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Individual Payroll Summary 


EEKLY payrolls have created a prob- 

lem not previously encountered with 
monthly or semi-monthly payrolls, the lat- 
ter automatically including all items ap- 
plicable to the month, and no problem 
exists, therefore, in the distribution of 
current charges. This does not obtain when 
payment is on a weekly basis, as in each 
instance in which the last day of the month 
does not fall on the last day of a payroll 
period, a split week occurs. This involves 
either two separate payroll distributions 
for that particular week or the elimina- 
tion of that portion of the prior month's 
charges from those applicable to the cur- 
rent month. Oftentimes this is accom- 
plished on an estimated basis, which causes 
some extra expense in computing and sum- 
marizing. To overcome this situation, one 
company has recently adopted a form of 
“Payroll Summary” which is used in con- 
junction with payroll machine equipment, 
as illustrated in Exhibit 1 and briefly ex- 
plained in the following: 


Advantages of Form 


In Exhibit 1, seven different forms are 
illustrated. In the upper left corner space 
is provided for addressographing the em- 
ployee’s number, name, occupation and rate. 
The only difference between the forms is in 
the daily time section in which the block 
printing extends one extra day on each of 
the first six forms. The first unblocked 
column in this section indicates the cor- 
rect position of the first day of the month 
and the number of days of the prior month 
to be included in the current week's pay- 
roll. As one of each of the twelve months 
of the year begins on one of the seven days 
of the week, a series of seven forms pro- 
vides for all months, leaving from one to 
seven unblocked spaces in the first weekly 
section of the form. It will be noted that 
sufficient space follows this blocking to al- 
low a daily record for each of the 31 days 
of the month, this space being subdivided 
into sections of seven days each. Due to the 
starting position it is possible for a thirty- 
one day month to extend into the sixth 
weekly section of the form. 

This form permits of computing wages 
on a weekly basis and the combining of 
all details for each employee for a calendar 
month. By so doing, it avoids all extra 
work in pro-rating accrued or prepaid 
payrolls in cases of split weeks. It also 
avoids the recording of the employee's 
name, wages, deductions, etc., on a separate 


Contributed by the Accounting Machines 
Committee, P. J. Sweenie, Chairman. 


By ALFRED WATSON 


Columbia Gas & Electric Corp., 
New York, N. Y. 


recapitulation summary for the month as 
the “Payroll Summary” becomes a monthly 
register, complete as to all payments made 


to each employee as well as the proper 
distribution to the accounts affected. This 
register, which also records the check num- 
ber and net pay, together with totals of 
gross and net pay, class of deduction, etc., 
is used as a proof record and detail for 
bank reconciliation purposes. 

In those instances when the last day of 
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the month falls on the last day of a pay- 
roll period, the summary is of course com- 
plete within itself. In instances where 
remaining days of the period carry beyond 
the last full week, the totals are included 
for this portion of the current month and 
the hours and wages computed for accumu- 
lating and carrying forward to the first 
weekly section of the following month, as 
shown in Exhibit 2. 

It has been found that, in addition to 
conserving filing space and saving time in 
reference and auditing, this form of sum- 
mary also has the advantage of permitting 
the progressive accumulation of payroll de- 
tails by weekly periods prior to the close 
of the last period for the calendar month. 
Month-end peaks, therefore, are reduced, 
as it is only necessary to combine the 
totals for the last period with those pre- 
viously obtained. Another unique feature 
is the possibility of adding the individual 
columns from top to bottom to determine 
hours of pay and from right to left for 
account distribution. This method has sim- 
plified the summarization of these items 
and it is found that the work is now com- 
pleted more rapidly and with greater ac- 
curacy. 

A posting table with a holder attached 
to permit of leafing the summaries for 
quick reference to accounts and amounts 
has been provided for the operator's con- 
venience. When used with the check-writing 
machine, a holder for the summaries, per- 
mitting the visibility of only current weekly 
information and deductions, is provided. 
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Exhibit 2 


These two devices have served to increase 
the accuracy and the volume of work per 
operator. 

Most employees are subject to one or 
more payroll deductions, such as insurance, 
savings, benefit organizations, appliance 
purchases, etc. By classifying these various 
deductions and by prearrangement with 
the employee it is possible to apply all or 
a part of any class of deduction in any one 
or more weekly pay periods, thereby in a 
simple manner conforming to the various 
demands made for payroll deductions. 


Lee B. Mettler Is Dead 


EE B. METTLER, head of Lee B. 

Mettler Company, manufacturers of 
combustion gas burners, and one of the 
first members of the old Natural Gas As- 
sociation of America, died November 13. 
Mr. Mettler was born in Adrian, Michigan, 
December 7, 1874. 

An unique historical incident in con- 
nection with the founding of the Natural 
Gas Association of America is associated 
with Mr. Mettler. On February 20, 1906, 
a group of men met in the old Midland 
Hotel, Kansas City, Mo., to form an asso- 
ciation for those interested in the natural 
gas industry. When they gathered for lunch 
it was discovered that there were thirteen 
about to take their seats. Fearing that this 
might have an adverse effect upon the new 
organization, they cast about for some one 


to join them. In the hotel at the time was 
Lee B. Mettler, then a salesman for a gas 
burner company. Mr. Mettler was invited 
to join the group and in after years fre- 
quently said that the success of the Natural 
Gas Association was due to the fact that he 
had saved it by being the “fourteenth 
guest.” 

When the first annual meeting of Nat- 
ural Gas Association was held in June, 
1906, Mr. Mettler became a member and 
continued membership until that associa- 
tion merged with the American Gas As- 
sociation. Since then he has been active in 
the Natural Gas Department of the Ameri- 
can Gas Association, rarely missing a meet- 
ing. 


Gas House Heating Gains 
in N. J. 


T the end of October, there were more 
than 4,500 building heating installa- 
tions served by Public Service system com- 
panies in New Jersey. Public Service Elec- 
tric and Gas Company makes free surveys 
in the homes of any customers who desire 
to ascertain the cost of changing to clean, 
automatic, gas heating. The company’s 
staff of trained engineers has been en- 
larged this year to take care of the growing 
demand for house heating surveys. 
Substantial reductions in rates have placed 
gas in a strongly competitive position with 
other fuels for heating buildings. 
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Commercial Section Inaugurates Many 
New Projects for Coming Year 


OOPERATIVE activities on a broad 

scale are included in the 1937 pro- 
gram of the Commercial Section which held 
its organization meeting October 30 at At- 
lantic City during the A. G. A. convention. 
Under the leadership of F. M. Banks, chair- 
man, and Hugh H. Cuthrell, vice-chairman, 
a forceful and effective program to utilize 
all existing and potential sales outlets of 
utilities, manufacturers and dealers will be 
put into effect without delay. The entire 
program shows a manifest desire of the 
Section to cooperate in every way possible 
with the national advertising program which 
is currently uniting the industry in the 
greatest sales drive in its history. 

While a few of the working committee 
of the Section will hold meetings early in 
January to chart their course for the year, 
most of the committees outlined the scope 
and direction of their activities during the 
organization meeting in Atlantic City. 


R. E. Williams 
Chairman, Water 
Heating Committee 


Hall M. Henry 
Chairman, Refriger- 
ation Committee 


Among the new activities to be taken up 
by the Section, and probably the most am- 
bitious in scope, is the study of the eco- 
nomics of the gas industry, covering pro- 
duction, transmission, distribution, servicing 


and marketing angles. A committee jointly 
representative of the sales, technical, and 
rate structure aspects of the business will be 
appointed to undertake the correlation of 
all material available on the subject and 


Lee Holtz 
Chairman, Appli- 


ance Installation and 


F. M. Banks 


Chairman 


Commercial Section Commercial Section 


H. P. Morehouse 
Chairman, House 
Heating and Air 


Conditioning Com- , 


mittee 


L. W. Johnson 
Chairman, Domestic 
Range Committee 


Servicing Committee 


to make further studies. 

Different phases of this subject which 
have been published previously include: 
1. Original report of the Technical Section 

on “Economic and Engineering Survey 

of the Gas Industry.” 

. “The Economics of Gas House Heating” 
by Herman Russell and his associates at 
Rochester, N. Y. 

. “A Study of the Domestic Gas and 
Electric Load from the Viewpoint of 
Rate of Return” by Mr. Russell at the 
1936 A.G.A. Executive Conference. 

. Addresses on “The Economics of Energy 
Distribution” by A. M. Beebee and R. E. 
Ginna at the Technical Section meeting, 
October 27, 1936. 


Hugh H. Cuthrell 


Vice-Chairman 


H. E. Dexter 
Chairman, Appli- 
ance Financing and 
Dealer Relations 

Committee 


Elizabeth Sweeney 
Chairman, Home 
Service Committee 


H. Vinton Potter 

Chairman, Home Chairman, Window 

Modernization Com- and Store Display 
mittee Committee 


H. H. Swenson 
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5. “Are You Telling 1?”, address presented 
by J. F. Haftenkamp at the Commercial 
Section meeting, October 27, 1936. 


Attention will also be given to the sev- 
eral studies now being made by gas com- 
panies to ascertain trends of domestic con- 
sumption of present customers, the reasons 
for such trends and methods of developing 
further increases in domestic load. Among 
the items to be investigated are: 

Effect of replacement of old gas appli- 
ances by new models; effect of electric table 
cookery; effect of automatic refrigerators 
on the domestic cooking load; and the ef- 
fect of oil burner installations on gas water 
heating consumption. The group in charge 
of this work will endeavor to foster analy- 
ses of this kind by member companies, 
as well as report upon analyses already in 
progress. 

Following is a brief outline of the com- 
mittee activities which have been developed 
to date: 


Water Heating 

The Water Heating Committee, R. E. 
Williams, chairman, composed jointly of 
representatives of the gas utilities and the 
water heater division of the Association of 
Gas Appliance and Equipment Manufactur- 
ers, will devote much of its time during 
1937 to promotion of a national automatic 
water heater sales contest. The decision to 
sponsor this second national contest is the 
result of enthusiastic responses received 
from water heater salesmen, gas companies 
and manufacturers at the close of the 1936 
contest. Sales of automatic gas water heat- 
ers during the first contest by companies 
participating were 55 per cent above the 
previous year. 

The contest will again extend from Feb- 
ruary 1 to September 30, with option to 
start on January 1 and end August 31 for 
those companies desiring to do so. Rules 
and regulations have been greatly simplified. 
Prizes totalling more than $18,000 will be 
distributed. Cash prizes for gas company 
salesmen have been increased in number 
and value over the previous contest. Four 
series of prizes will be awarded as follows: 
monthly prizes to individual salesmen; 
merit medals to gas company salesmen for 
meritorious performance, in addition to the 
individual cash prizes; prizes to individual 
salesmen for eight months’ sales records; 
company prizes. 

The committee plans to capitalize more 
fully upon the activities of the home serv- 
ice departments during the new contest 
through the cooperation of the Home Serv- 
ice Committee. 

The gas water heater division of the As- 
sociation of Gas Appliance and Equipment 
Manufacturers also plans to conduct a sep- 
arate national sales contest for plumber- 
dealers concurring with the contest of gas 
utilities sponsored by the committee. 

A study of the importance and results of 
promotional rates upon the sale of auto- 
matic gas water heaters will be a further 
activity of the water heater committee. This 
will be handled by a separate subcommittee. 


House Heating and Air Conditioning 


In discussing plans of the House Heating 
and Air Conditioning Committee, H. P. 
Morehouse, chairman, referred to the engi- 
neers handbook produced two years ago by 
the New Jersey Gas Association and pro- 
posed that his committee undertake the 
publication of this manual in revised form 
if interest warranted it. Mr. Morehouse 
also called attention to the Visualized 
Looseleaf Salesman’s Manual which has 
been utilized successfully by the Public 
Service Electric and Gas Co., Newark, 
N. J., and which might be made available 
with modifications for purchase by other 
member companies of the Association. The 
scope of the manual is indicated by the sec- 
tion headings, which are as follows: Insti- 
tutional, Public Acceptaance, Heat Conserva- 
tion Materials, Oil Heating, Coal Heating, 
Gas Heating Costs, Winter Air Condition- 
ing, New Construction, Modern Basements, 
Domestic Hot Water and Manufacturers’ 
Literature. 

It was also proposed that the committee 
report to the membership at intervals on 
developments in the design and construc- 
tion, sale and installation of all types of 
gas house heating and air conditioning 
equipment. 


Home Service 

Comprehensive plans for home service 
activities have been made by Elizabeth 
Sweeney, chairman. In addition to cooper- 
ating in the conduct of the national sales 
campaigns, the committee will continue its 
present regional groups and the home serv- 
ice programs as a part of the regional gas 
sales conferences. Home service budgets 
and operation will be studied as a part of 
the committee’s work. Specific information 
from typical companies will be compiled for 
this purpose. 

Country-wide news of home service for 
use in the gas trade publications will be 
secured by a publicity committee made up 
of home service chairmen of regional 
groups. A second function of this commit- 
tee is to supply an occasional “Consumer 
Editor” page for the bi-monthly Home 
Service News Letter issued from the home 
service counsellors office. 

Research on oven canning is one of the 
most interesting studies to be made during 
1937 by the Home Service Committee. All 
available records on the subject will be col- 
lected and plans considered for action by 
the Association’s research committee in the 
determination of canning recommendations 
for adoption by all gas companies. Kitchen 
planning is also expected to receive con- 
siderable attention from the home service 
group. In this connection a request is 
being made to the Kitchen Modernization 
Committee for kitchen planning information 
suitable for a sales-slanted presentation for 
inclusion in cooking school programs. 

Other important activities of the com- 
mittee include: Development of a bulletin 
on school home economics laboratories, 
contest for better sales-getter demonstration 
covering both ranges and water heaters, 
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development of new ideas for cooking 
schools, and preparation of a home service 
training course. This latter activity is re- 
ceiving considerable attention. It is pro- 
posed to establish a home service training 
course for college students covering first- 
hand information on home service work in 
the gas industry. The committee plans to 
offer such a course to last from one week 


(Continued on page 39) 


Model Home Aids Gas 


Heating Sales 


IVIC leaders, city officials and other 

notables attended the opening of the 
all-gas model home at Berwick Park, 
Stroudsburg, Pa., September 26. Since that 
time thousands of visitors have inspected 
the modern gas equipment in the home in- 
stalled by the Citizens Gas Company. 

The model home, which is early Ameri- 
can Colonial type, in addition to being 
equipped with gas range, refrigerator, in- 
cinerator and water heater, contains the 
first gas house heating unit in Monroe 
County. According to Ralph H. Fry, di- 
vision manager of the Citizens Gas Com- 
pany, this installation “is directly respon- 
sible for us securing, to date, space and 
house heating load for the coming winter 
season amounting to approximately 4 per 
cent of our total annual sales.” 

Mr. Fry states further that the installa- 
tion has helped his company to secure 
four large Surface Combustion unit heat- 
ers which will act as auxiliary heat for 
the second floor of the largest department 
store in this borough. The company has 
2,250 meters and the house heating rate 
is $.60 after the first 5000 cubic feet. 


Regional Sales Meetings 
in February 


HREE regional gas sales conferences 

sponsored annually by the Commercial 
Section of the Association will be held dur- 
ing February in Pittsburgh, Memphis and 
Chicago. Each will be a three-day meeting 
at which important sales topics will be dis- 
cussed. 

The Eastern Natural Gas Sales Confer- 
ence under the chairmanship of F. T. 
Rainey, Ohio Fuel Gas Co., Columbus, 
Ohio, will take place in the William Penn 
Hotel, Pittsburgh, February 4-6. 

The convention of the Southern Gas As- 
sociation and the Southern-Southwestern 
Regional Sales Conference will be held 
jointly, February 10-12, at: the Peabody 
Hotel, Memphis. William E. Leverette, 
Nashville Gas and Heating Company, Nash- 
ville, Tenn., is chairman of the sales con- 
ference group. 

J. F. Jones, Battle Creek Gas Co., Bat- 
tle Creek, Mich., will conduct the Mid- 
West Regional Gas Sales Conference at the 
Palmer House, Chicago, February 18-20. 
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What Industrial Gas Means 
to the Balance Sheet 


OMETIMES I 
hear gas men 
say that the domestic 
load is the  back- 
bone of the busi- 
ness, that we need 
it to pay our fixed 
charges and so on, 
and that any profit 
we make will have 
to come out of the 
sale of industrial 
gas. No doubt this 

Frank C. Smith is true. The fact 

remains that our 
gas distributing systems are made up of 
pipes in the ground, used very seldom to 
their maximum capacity through- 
out the twenty-four hours of the 
day, and never at a maximum 
through the week, the month or 
the year. We all know that do- 
mestic delivery has first call on our 
facilities; home owners must be 
warmed, even though the boilers 
may get cool. We are all well 
aware that our primary obliga- 
tion, whether from expediency, 
necessity or politics, is to the in- 
dividual home, and this is per- 
fectly proper. 

But there are lots of times when pres- 
sure on the gas in these lines of ours is 
very low, when the call on us for domestic 
use is not great, although we have the 
same investment as in the period of heavy 
demand. Gas distributing systems without 
substantial industrial loads are like ice- 
skates in South Texas. If we do not get 
much good out of them, they are still nice 
things to have, provided the stockholders 
do not care particularly about a return on 
their investment and provided the owners 
are in business for their health and not for 
financial returns. 

I do not have to tell you how industrial 
gas sales level out the graphic curve of 
delivery through gas lines, how the curve, 
instead of humping its back toward the 
top of the page in the wintertime and 
nose-diving to the bottom in summer, 
straightens out its profile and becomes, if 
not a straight line, at least a curve of 
pleasing aspect, without the jagged points 
that tell of high load or no load. To 
apply this process to your balance sheet, 
you will have to analyze the cost of do- 


Address before Industrial Gas Club Lunch- 
eon, A. G. A. Convention, Atlantic City, N. J., 
October 28, 1936. 


By Frank C. Smitru 


President, Houston Natural Gas Co., 
Houston, Texas 


ing your domestic business, the cost of 
making your domestic deliveries, your 
domestic plant investment, and all of the 
other factors of this portion of our busi- 
ness which has prior claim on us, that 
is, the domestic or residential load, and 
then determine what is the additional 
cost of all items incurred in the delivery 
of gas for industrial use. If our domestic 
business is to receive our homage as the 
backbone of the industry, it also should 
stand alone as the means of earnings to 


In this highly stimulating address Mr. Smith calls at- 
tention to the salient needs of industrial gas selling. One 
of these needs is “advertising, modern, interesting, truth- 
ful, supported by and based on an intelligent and com- 
prehensive survey service of potential customers.” As a 
step in the right direction your attention is directed to 
the article by J. P. Leinroth in this issue describing the 
current trade paper campaign sponsored by the Industriai 
Gas Section. 


justify the entire physical set-up required 
for domestic delivery. 

We have no option as to domestic serv- 
ice. Regardless of the amount of gas that 
will be consumed, we must serve domes- 
tic customers within the provisions of 
our franchise, often at a loss. Now, we 
do not have to make contracts for indus- 
trial gas deliveries except as we wish to 
do so. I would not be inclined to strike 
out across the country with a pipe line 
for the sole parpose of serving a single 
industry, which barely paid a reasonable 
return on the investment, unless I felt 
reasonably sure of the permanency of the 
customer and unless I felt that other 
business might crop up near it and be- 
come tributary to that line and make the 
investment well worthwhile. My point 
is that the physical establishment, or plant 
investment, call it what you will, re- 
quired for domestic deliveries is largely 
useable also for industrial deliveries, and 
that the additional cost of equipping and 
adding to it,—the required increase in 
pressure,—all of these additional costs 
are invariably far smaller in ratio to the 
cost of our domestic plant than is the 
ratio of our industrial profit in terms of 
dollars to our domestic profit. 

To illustrate this point: In 1935 the 


domestic gas sales of the natural gas in- 
dustry in the United States was 59% of 
the total, with the other gas sales ac- 
counting for the remaining 41%, of 
course. Nobody will argue that the plant 
investment required for the two classes 
of delivery correspond. It is probable 
that the percentage of cost of a plant for 
domestic delivery, were there no indus- 
trial delivery, would be nearer 80% of 
the total than 59%. In one small system, 
of which I have knowledge, not the one 
with which I am associated, its sales in 
1935 were 56% domestic and 44% in- 
dustrial. Now its gross sales profits were 
83% domestic and 17% industrial, be- 
cause, of course, industrial rates are 
lower and the margin of profit 
less. But the 17% gross profit 
from industrial sales was far 
greater in dollars than the net 
operating profit which the whole 
system made in 1935. This is an- 
other way of saying that, had it 
not been for the industrial sales, 
this system would have suffered 
a net loss in 1935. 

Of course, there is a lot more 
to the business of the sale of in- 
dustrial gas than the matter of 
making a dollar profit or a dollar loss. 
Many of us who have given a great deal 
of time and attention to the subject have 
agreed long ago that customer goodwill 
in our domestic business is worth seeking, 
worth sacrificing for, worth the dignity of 
being made a part of our operating poli- 
cies. I give you this thought in connection 
with public relations as concerned with 
industrial gas sales. Relations between 
the gas company and the industrial users 
of gas are naturally on a good basis. 
Before using gas as a fuel, the industrial 
user has invariably investigated or, at 
least, has been shown, the various fuels 
available and has come to the conclusion 
that gas is the best fuel of al] the various 
fuels available. The gas company’s rela- 
tions with him are on a firm and favor- 
able basis at the beginning. 

Most of our difficulties with our domes- 
tic customers come up by reason of mis- 
understanding. Meters are sometimes 
mysterious things to them, leaks in house- 
piping are frequently attributed to the 
gas company, and the failure of the gen- 
eral public to understand and appreciate 
the problems of domestic gas distribution 
is one of our problems of public rela- 
tions. But the industrial user of gas is 
invariably organized so as to watch his 
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gas consumption, to know currently how 
much gas he is using and to check his use 
of gas against the volume of his plant's 
output. Furthermore, he is invited to look 
upon us not only as a seller of gas but 
as a technical consultant with regard to 
its proper use. It is true that this imposes 
upon the gas company the additional re- 
sponsibility of having competent techni- 
cal advisors, but it is a responsibility 
that we should welcome, since it tends to 
cement the friendship between our com- 
pany and our industrial users. 

A good deal is being said just now 
about the large sums of money we are 
spending to convince the public that the 
domestic use of gas is modern. It is quite 
as true that the industrial use of gas is 
modern and I, for one, am heartily in 
favor of the expenditure of a substantial 
part of our national advertising funds to 
bring this to the attention of industry. I 
shall refer later to a conspicuous instance 
of such advertising now being done in 
large volume by a single concern. 


Market Survey Needed 


So far, having established, let us say, 
the fact that industrial gas sales are de- 
sirable for perfectly obvious and well- 
known reasons, which apply to the busi- 
ness of all gas distributing systems, per- 
haps, in varying percentages and ratios, 
but nevertheless, for reasons which apply 
generally, I want to talk for a little bit 
about two or three things we need most 
to increase the industrial load. One of 
these is a market survey. Any business 
that is worth going after is worth sur- 
veying completely, exhaustively and in 
detail as the first step in going after it. 
Naturally, the truth follows here that 
not only should a survey include all of 
the possibilities of the industrial use of 
gas by established businesses in the area 
under consideration, but should also in- 
clude, to be complete, just as exhaustive 
and detailed surveys of all resources, 
natural and otherwise, of the area, which 
may be processed and become sources of 
demand for industrial gas. 

Now I come to a peint upon which 
many of you are as well or better posted 
than I, and on which some of you will 
disagree with me. I am aware that there 
are many equipment manufacturers who 
manufacture the gas-fired equipment with 
which we use gas for commercial and in- 
dustrial purposes. I am making no sug- 
gestion to the effect that they do not 
furnish industrial equipment as it is 
needed, nor indeed that they do not an- 
ticipate the apparent needs of the indus- 
try by the invention and development of 
gas-fired equipment. Whether they do or 
not, I have a suggestion to offer, which I 
made a year ago at our Convention in 
Chicago, and which I hope to continue to 
advance until something is done about it. 
In that suggestion I take some leaves 
from the book of experience of the great 
electrical equipment manufacturing com- 
panies, whose service to the electrical in- 
dustry has enabled it to take the play away 


from the gas industry in many instances 
and which, to tell the truth, is pressing us 
hard on many fronts. The principal chapters 
in their book of experience, if there were 
such a thing, would be devoted to research, 
pure research, practical and applied re- 
search, research with ample funds to 
finance it, with fine equipment to pursue 
it, with the interests of the whole indus- 
try to serve instead of the interests of 
any one narrow segment of it. I visualize 
as not only desirable but essential for the 
gas industry a service of research, sup- 
ported by our Association and by the 
gas appliance and equipment manufac- 
turers, that will do for the equipment 
manufacturers and for the gas industry 
what the famous House of Magic has 
done for the electrical appliance manu- 
facturers and for the electrical industry. 
I look forward to and hope for a re- 
search institution, under trustworthy and 
independent direction, where science and 
inventive genius can be applied to the 
problems already known to us and to the 
great field of development not yet known 
to us, the realization of which may be 
delayed for years by our present limited 
means for research. 


Industrial Gas Research 


I have read with great interest and ad- 
miration the report of the Committee on 
Industrial Research of our Association, 
which was made last May, and, lest I be 
misunderstood, I wish to commend and 
compliment that committee on the work 
it is doing, particularly in consideration 
of the means at hand. I believe that the 
work of the committee is an outstanding 
contribution to the industry. Practical 
problems are being worked out in indus- 
trial equipment manufacturing plants at 
the request of the committee, and in ac- 
cordance with its recommendations. But 
pure research is not a part of the func- 
tions of this committee, and pure re- 
search is not being done in the gas in- 
dustry. No work is being done, so far as 
I can find out, to discover a use for gas 
in industry other than by the well-known 
and primary functions of heat-treating 
and power-generating. 

We know that splendid work is being 
done in the direction of development of 
power units, using gas for air-conditioning 
equipment, but who is working upon the 
problem of a gas-operated air-cooling 
unit for a single room or office? We know 
exactly what the problem is, but the gas 
industry has no foundation or institute 
of research which may apply itself to 
that problem and continue to work at it 
until its solution. 

Before I leave entirely the matter of 
gas-burning equipment, let me offer this 
thought: Lowering the cost of gas-fired 
industrial equipment should be of even 
greater interest to the manufactured gas 
industry than to the natural gas industry, 
and I should think that the manufactured 
gas industry would leap at the oppor- 
tunity to reduce such costs by supporting 

(Continued on page 34) 
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GOING AHEAD 


WITH INDUSTRIAL GAS 





Hang ’Em Up and Turn ’Em On 


Unit heaters using industrial gas are 
among the fastest selling pieces of heating 
apparatus for stores and factories. 


If those potters ever succeed in keeping 
Japanese china out of this country, watch 
industrial gas sales jump faster than ever. 


Biggest battle now going on in indus- 
trial heating—to get the lion’s share of 
controlled atmosphere furnaces. Keep your 
eye on industrial gas! 


In discussing the National Metal Show, 
held in Cleveland in October, the Ameri- 
can Machinist had the following to say 
about the Industrial Gas Section’s coopera- 
tive display: 

“Gas MinbDED”’ 


+ 


“In grouping their exhibits, makers 
of equipment and accessories using gas 
did a smart thing in a pleasing way. 
Electric heating has its place, but such 
displays as the Gas Section play a big 
part in keeping industry gas conscious. 
Ability of gas furnace makers to adapt 
their designs for controlled atmospheres 
and uniform heat was highly convinc- 


” 


ing. 


The Industrial Gas Section’s season for 
displaying in industrial shows came to an 
end December 9 with the Regional Hotel 
Show in Washington, D. C. All hands 
agree that the five shows were effective 
efforts to put over industrial and commer- 
cial gas in specialized fields. 


As an example of the extent to which 
gas is being advertised to industry, in the 
last issue of Industrial Heating equipment 
advertisements specifically mentioned indus- 
trial fuels as follows: Gas—14 times, Oil— 
7 times, Electricity—6 times, Coal—twice, 
and Coke—once. 

Every month more gas companies and 
equipment manufacturers are using the In- 
dustrial Gas Section’s slogan chart in their 
advertising. Why not use it yourself? It's 
the quickest way yet found to make your 
customers realize that “The Trend Today 
is to GAS—the Modern Industrial Fuel.” 


Latest figures show industrial and com- 
mercial gas sales more than 20% over last 
year, and still going up. 

















AMERICAN GAS ASSOCIATION MONTHLY 


Gas at Restaurateurs’ Convention 


Gas exhibit at the convention of the National Restaurant Association 


ROMINENT at the immensely success- 

ful regional convention of the National 
Restaurant Association held in America’s 
famous Mayflower Hotel in Washington, 
December 7-9, was the display of heavy 
duty gas cooking equipment. Sponsored 
jointly by the Washington Gas Light Com- 
pany, the Industrial Gas Section of the 
American Gas Association and a group of 
manufacturers, this gas display which occu- 
pied 56 feet of the Mayflower’s main lobby, 
was one of the largest and most impressive 
of its kind ever seen. 

Featuring the latest developments in gas 
ranges and other diversified gas appliances 
for restaurants, this exhibit was visited 
again and again by convention delegates 
and restaurant executives ever on the look- 
out for better and more efficient equipment 
and favorable comments were heard from 
every side. Interest-compelling sections of 
the display included the recently developed 
top and bottom controlled deck bake ovens, 
deep fat fryers of improved design, several 
sections of heavy duty gas ranges, a 10 
cu.ft. gas refrigerator, automatic gas space 
and water heaters, etc., all skilfully spot- 
lighted. Along the wall was a 50 ft. sign 
reading “Gas Is Best for Cooking, Refrig- 
eration, Water Heating and Space Heating.” 

While this was a regional affair, the 
attendance was around the 2,000 mark 
and was drawn from twelve states. Many 
gas company and gas appliance manufac- 
turer representatives took advantage of the 
opportunity to increase their contacts in the 
restaurant trade. In fact substantial lists 
of real prospects were obtained. The gas 
exhibit, manned by representatives from the 





Miss Mae Chaimson, hostess at the gas 

exhibit, proffers a tidbit to Julius Lulley, 

of Harvey's Restaurant, president of the 
Washington Restaurant Association 


Washington Gas Light Company and from 
manufacturers, was by no means the only 
display of gas equipment. Many of the 
other exhibitors showed various gas-oper- 
ated gadgets such as gas coffee brewing 
sets, improved gas coffee urns, the new 
automatic gas toasters, etc., etc. 

The gas exhibit was under the super- 
vision of Henry M. Brundage, Jr., general 
sales manager of the Washington Gas 
Light Company. The Association's coopera- 
tion was through the Committee on Na- 
tional Industrial Displays of which Harry 
A. Sutton is chairman. 
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INDUSTRIAL GAS AND THE 
BALANCE SHEET 
(Continued from page 33) 

a research institute; and further: that the 
more industrial gas is sold, the more gas 
equipment is going to be required to use 
it; and that the more gas equipment is 
required, the better it should become and 
the lower its sales cost, and, therefore, the 
less investment required of industrial gas 
users. However, it is also true that the 
more industrial gas is used, the less in- 
dustrial equipment will be sold to in- 
dustry for competitive fuels; the less 
manufactured and sold, the higher will 
be its cost, and the more investment will 
be required for plants using competitive 
fuels. Now this corollary: the more in- 
dustrial gas used and the more gas-fired 
industrial equipment sold, the more en- 
couragement there is to manufacturers to 
enter this field and to enlarge their activi- 
ties in the field of designing and building 
gas-fired equipment. 

We have seen this carried out in per- 
fect detail in what has been to us a pain- 
ful process—encroachment of the electric 
industry upon our own. These tables can 
be turned, but not without adequate re- 
search, full support of the equipment- 
manufacturing industry by the gas in- 
dustry and by going after industrial gas 
sales with the determination that we shall 
not be denied. 


Industrial Sales 


Now let me turn to the matter of sales. 
I have talked about sales leading to the 
requirement of more gas equipment, 
which, in turn, will lead to better and 
less costly equipment, and this, in turn, 
to the enlargement of the equipment- 
manufacturing industry,—all desirable, 
you will agree. Perhaps you will think 
that I have the cart before the horse and 
that it is going to take an improvement 
in methods and in equipment in order to 
make more gas sales. I think this is true 
also, hence my plea for your interest and 
support of a program of research; but I 
am also quite certain that the sales end 
can be worked on at the same time. Let 
me illustrate. 

A little while ago I said that a com- 
prehensive and detailed market survey is 
indispensable; a survey both of existing 
concerns which might be interested in 
using gas and of natural resources, in 
processing which gas might be used. Now 
I call your attention to what I consider 
to be another essential; a reliable survey 
service for prospective customers. 

I ask pardon for the reference to our 
own system, which has carried out its 
surveys in great detail and which also 
has brought natural gas favorably to the 
attention of the industrialists of the 
United States. I am referring to the serv- 
ice offered by the advertising campaign 
of the Houston Pipe Line Company. This 
concern has prepared itself to furnish any 
given industrial management the factual 
information it might need in considering 
South Texas as a location for a plant. Each 
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survey is, and has been, specially worked 
up for each request. 

After this service had been established 
by the company and its practicability and 
desirability tested, an advertising prog- 
gram was begun, organized in three parts. 
First, for advertising designed to reach 
the whole broad market of industry; 
second, trade-journal advertising to reach 
specific industries, and, third, direct-by- 
mail advertising to reach the individual. 
For the general advertising, full-page 
space in the magazine, Fortune has been 
used exclusively. This advertising is of a 
general nature, based on Texas, Texan in 
outlook and in language. The trade- 
journal advertisements are much more 
direct in their messages, telling a plain, 
quick story of the natural resources of 
South Texas, with a map of the region, 
and emphasizing the invitation to send 
for a survey. The direct-by-mail cam- 
paign consists of personal letters ad- 
dressed to the chief executives of those 
industries which the company’s survey 
has indicated would find it advantageous 
to locate in the Texas Gulf Coast terri- 
tory. 

The campaign has been successful; de- 
mand for surveys has been constant and 
brisk. Their infinite detail and compre- 
hensive topical construction would excite 
your admiration. No matter how many 
topics are related to the industry in a 
given survey, those topics are covered 
completely, subject heads often reaching 
twenty-five or thirty and the survey itself 
150 to 200 pages, including maps, charts 


and graphs. These surveys represent the 
collective effort of a research staff em- 
bracing chemists, mining and metallurgi- 
cal engineers, statisticians, natural gas 
engineers, civil engineers, fuel engineers, 
geologists, paleontologists, traffic ex- 
perts, land and tax experts, water en- 
gineers, construction , engineers, timber 
and pulpwood experts, and outside ex- 
perts in subjects related to individual en- 
terprises in connection with which the 
permanent staff is without experience 
and technical familiarity. 

The story is reaching the people it is 
intended for. Though the campaign is 
less than a year old, concrete results have 
been obtained, industries have been lo- 
cated tributary to the company’s lines 
and substantial deliveries of gas con- 
tracted for. Labor is busy erecting their 
plants. Building material plants at home 
and equipment manufacturers in the East 
and North are busier by reason of this 
campaign and its accruing results, and, 
incidentally, gas is being sold in these 
material and equipment manufacturing 
plants that would not have been sold 
without it. Labor is employed in larger 
volume that would not have been em- 
ployed. Industry generally has benefitted 
that would not have felt this benefit, were 
it not for this enlightened and forward- 
looking campaign of advertising. 

How do you suppose this advertising 
campaign, supported by the efforts of our 
distributing companies, has impressed the 
people whom we serve and may serve in 


(Continued on page 37) 





Attractive Gas 


NE of the biggest features of this 

year’s National Power Show, the 
world’s largest ‘‘get-together’” of power 
men, was the gas exhibit sponsored by the 
Industrial Gas Section of the American 
Gas Association in cooperation with the 
Consolidated Edison Company of New 
York, the Brooklyn Union Gas Company 
and the New York and Richmond Gas 
Company. Held in New York, Nov. 30- 
Dec. 5, this year’s show occupied three 
floors of the Grand Central Palace as com- 
pared with two floors last time. The gas 
exhibit was the largest and most attention 
compelling of all and was most favorably 
located just to the right of the main en- 
trance on the first floor. 

The walls were covered with large pic- 
tures and display panels. The center panel 
featured air conditioning and dehumidifica- 
tion; one side wall was devoted to indus- 
trial furnaces and atmosphere and tempera- 
ture control and the other wall carried pic- 
torial demonstration of volume drying. In- 
terposed were many large scale photographs 
of old line industrial equipment. The whole 
was held together by a most beautiful and 
effective scheme of lighting consisting of a 
continuous line of glass blocks, shoulder 


Exhibit Feature 
of National Power Show 


high, with lights behind them. The floor 
space was covered with displays of various 
gas equipment furnished by cooperating 
manufacturers and _ representatives were 
present to describe them. 

As usual the mass attendance at the show 
was augmented by timing it with the an- 
nual convention of the American Society 
of Mechnical Engineers, most of the mem- 
bers being either directly or indirectly in- 
terested in power in one form or another. 
Open day and evening, the attendance was 
just under 40,000. 


Direct Power Application Featured 


Both manufactured and natural gas 
equipment were played up and one direct 
power application was featured. This was 
a picture of the recently developed engine- 
driven refrigerating unit operating on gas. 
This was designed for use with any domes- 
tic or commercial air conditioning and re- 
frigerating equipment. In this connection, 
the air conditioning panel brought out the 
fact that any desired combination of the 
several elements in complete air condi- 
tioning were available with gas air condi- 
tioning units and these only. Dehumidifica- 
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tion is possible alone, or with either heat- 
ing or cooling, a characteristic of the gas 
type of equipment solely. 

Many industrial gas men and gas com- 
pany executives attended and found much 
to interest them in the equipment of the 
various participating manufacturers, some 
of which was lighted up and operating. The 
Ensign-Reynolds Company of New York 
had a table of gas burners of all types to- 
gether with an air compressor. Some of 
these burners were lighted. Of special in- 
terest was a 10 ft. ribbon burner. The 
American Gas Furnace Company of Eliza- 
beth, N. J., had a shaker hearth furnace in 
full operation with air blower and controls. 
The Bryant Heater Company of Cleveland, 
Ohio, displayed one of its latest type de- 
humidifiers with air cooling attachment, 
also in full operation. 

Of singular interest was a safety device 
in which the pilot light flame was a part 
of a circuit. If the light went out, the 
circuit was broken and a motor valve in- 
stantaneously shut off the gas supply. This 
was shown operating, together with two 
thermostatic controls, one with a magnetic, 
and the other with a motor valve, by the 
Partlow Corporation of New Hartford, 
N. Y. An indicating pyrometer was con- 
nected to each to show the closeness of 
control. 

An automatic water heater of the stor- 
age type with multiple tubes and burners 
was part of the exhibit of the United 
American Bosch Corporation, Springfield, 
Massachusetts. This concern also had a 
beautiful cabinet type storage water heater 
(automatic) for domestic use. 


Gas Steam Boiler Shown 


A full automatic steam boiler of 5 horse 
power with automatic water feed was 
shown by Mears-Kane-Ofeldt, Inc., Phil- 
adelphia, Pa. A Humphrey warm air heater, 
40 in. x 36 in. wide x 25 in. high, to take 
care of a six room house, was exhibited by 
the General Gas Light Co., Kalamazoo, 
Mich. This is a beautifully compact unit 
with a most pleasing finish. There was also 
a ceiling suspension type unit. Surface Com- 
bustion Corp. of Toledo, Ohio, prominently 
displayed its latest design of Janitrol, one 
of the most successful automatic gas burn- 
ers for converting central heating plants in 
the home. Another house heater of the 
boiler type, built into a handsome and 
compact cabinet, is that of the American 
Gas Products Corp., New York. This also 
is fully automatic. Several small heat treat- 
ing furnaces, one fully lighted, was shown 
by Charles A. Hones, Inc., of Baldwin, 
N. Y. 

Due to the great number of people in- 
terested in cooking and the fact that the 
show was held in one of the world’s larg- 
est hotel centers, the opportunity was taken 
to show a deep fat fryer with gas immer- 
sion burners. The tray for the doughnuts, 
potatoes, etc., is raised and lowered by foot. 
The hot products of combustion, instead of 
being vented at the ends of the tubes, are 
circulated in ducts in the kettle walls. 
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Technical Section Organizes for Active Year 


T the organi- 

zation meeting 
of the Technical 
Section in Atlantic 
City, October 29, 
and subsequent 
meetings of the main 
committees in New 
York, December 4 
and 7, an enthusias- 
tic start was made 
in the formulation 
of plans for the 
1937 program of 
the Section. The 
meetings were conducted under the direc- 
tion of M. I. Mix, Chairman of the Sec- 
tion. Activities to be undertaken include 
the continuation and coordination of many 
studies begun last year as well as the in- 
auguration of a number of important new 
projects. 

Much of the work of the Section will 
be covered in papers presented at the Dis- 
tribution Conference in Washington, D. C., 
April 12-14, and at the joint conference 
of the Production and Chemical Commit- 
tees which will take place May 24-26 in 
New York City. 

Following is a brief summary of the 
programs of the major committees as they 
have been developed to date: 


J. V. Postles 


Chemical Committee 

Activities of the Chemical Committee, 
under the Chairmanship of J. F. Anthes 
will be conducted through four main sub- 
committees: Analyses and Tests, New De- 
velopments, Nitric Oxide Units and Meth- 
ods, and the Gas Chemists’ Handbook. 

The Subcommittee on Analyses and Tests 
will study various analytical methods, in- 
cluding the determination of oxygen, or- 
ganic sulphur, means of identifying ex- 
plosive gases in small concentration and 
tests related to purifying materials. 

Scientific developments affecting the tech- 
nique of gas production, distribution and 
utilization will be investigated by the Sub- 
committee on New Developments. Its 
program will include unit operations in 
chemical engineering of interest to the gas 
industry, recent developments in gas puri- 
fication, conditioning, the gum problem and 
natural gas. The study of diaphragm dress- 
ings for gas meters and regulators will be 
continued. Work started last year to de- 
termine the relative value of steam and in- 
erts when purging in the presence of oil 
will be further investigated. 

The role of the chemist in the develop- 
ment of house heating and the composition 
of flue gases when gas is burned with in- 


By J. V. PostTLEs 


The Philadelphia Gas Works Co., 
Philadelphia, Pa. 


sufficient air will be presented as papers at 
the Spring Conference. An index of all 
material of a chemical or chemical engi- 
neering nature presented before the Ameri- 
can Gas Association, the American Gas In- 
stitute and before the Production and 
Chemical Committee Conferences is being 
prepared for distribution at the Spring Con- 
ference. This will bring up to date the 
list of all such materials since 1907 and 
should be of real benefit to the industry. 

The Subcommittee on Nitric Oxide Units 
and Methods is studying the methods for 
determining nitric oxide in gas with the 
object of developing a standard method of 
test and will recommend a method for 
expressing the concentration of nitric oxide 
in manufactured gas. There is a real need 
for such standardization and the industry 
should benefit from this study. 

The Subcommittee on the Gas Chemists’ 
Handbook is supervising the publication 
of the booklet ‘Application and Interpre- 
tation of Gas Analyses and Tests’’ which is 
being published by the Chemical Commit- 
tee and edited by C. G. Segeler of the 
American Gas Association Headquarters. 
The subcommittee is at present reviewing 
the first draft of this publication. 

The subcommittee was also instructed to 
proceed with the revision of the Gas Chem- 
ists’ Handbook along the lines previously 
recommended. In this revision methods 
of sampling and analyzing gases will be 
brought up to date and published in a 
separate volume. 


Gas Production Committee 


Chairman R.-E. Kruger, of the Gas Pro- 
duction Committee, has organized on the 
usual lines of having three main subcom- 
mittees; Water Gas, Carbonization and 
Coke and the Builders’ Section. 

The Water Gas Subcommittee will do 
more work on correlating the experiences 
of various plants with gum. It is proposed 
to investigate steam jet cooling, which 
would be a great help to all gas plants 
where, at certain times of the year, there 
is a scarcity of cool water. The small in- 
vestment required for this apparatus makes 
the installation attractive if it operates suc- 
cessfully. New water gas generating ap- 
paratus will be investigated, both from the 
standpoint of mechanical grates and hand- 
clinkered machines. The Semet-Solvay re- 
verse flow machine at Springfield, Mass., 
will be considered under the latter heading. 


This subcommittee will have a paper for 
the Spring Conference on Holder Inspection. 
This subject has interested many gas com- 
panies recently and many holders have been 
taken out of service and a thorough in- 
spection made. 

The Carbonization and Coke Subcommit- 
tee plans to continue its work on the addi- 
tion of breeze to coal before carbonization. 
This year a study will be made of the 
effect on coke crushing. In the past years, 
study on this subject was limited to the 
effect on coke handling. If this second part 
of the study is completed in time, a sum- 
mary of all the previous work on the mix- 
ing of breeze with coal may be prepared. 
Additional study will be given coke to 
correlate the physical structure to actual 
coke use as well as the effect of coal blend- 
ing on coke structure and by-product yields. 

The committee hopes to present a de- 
scription of the new type of Becker Oven, 
if it is possible to secure it at this time. 

Papers are contemplated on “Plant Safety 
and Fire Prevention Practices and Organiza- 
tion,” “Dust Elimination Methods in Coal 
Carbonizing Plants” and “A Description of 
an Improved Coal Expansion Tester To- 
gether with Curves Recorded from Various 
Coals.” 

Recently the by-product market has 
strengthened sufficiently to warrant the sale 
of certain materials which were not prof- 
itable previously. A paper is expected on 
“Recent Developments in Obtaining Reve- 
nue for Carbonization Plants.” 

At the Gas Production and Chemical 
Committee Conference last Spring, luncheon 
conferences were held for the first time and 
both of the committees voted to continue 
them this year with the additional thought 
that they be held early enough in the con- 
ference so that they can be reported at an 
open forum the last afternoon. 


Distribution Committee 

The work of the Distribution Committee, 
under the Chairmanship of D. P. Hartson, 
will be grouped around the main commit- 
tees which will be similar in organization 
to those of last year. 

The Subcommittee on Cast Iron Pipe 
Standards will consider any necessary re- 
vision of A.G.A. standard specifications 
to conform with other standardizing organ- 
izations such as the American Standards 
Association, etc. The strength of material 
for underground pipes in order that they 
may withstand the forces that act on under- 
ground structures will also be studied. This 
is a very broad subject and will require the 
collection of much data. 

The effect on the tightness of joints 
when a change-over is made from manufac 
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tured to natural gas may be studied further 
by the Subcommittee on Pipe Joints and 
Pipe Materials. There will be a paper on 
the use of oils such as Carboseal for the 
elimination of leakage in cast iron joints 
and possibly one on copper pipe for serv- 
ices. This committee will bring up to date 
the developments in welded, coupled and 
screwed joints as well as methods for 
welding high pressure fittings. Together 
with the manufacturers, it is hoped there 
will be worked up specifications for in- 
stalling leak clamps. 

The subject of service to customers is 
still considered a Distribution subject 
and possibly a paper will be prepared on 
this. 

A member of the Distribution Com- 
mittee was appointed to represent the 
A.G.A. in the City Officials’ Division of 
the American Road Builders’ Association. 
This will keep the Distribution Commit- 
tee informed on any action taken to 
standardize on locations for the various 
utilities. 

The Subcommittee on Pipe Coatings 
and Corrosion will continue the work of 
Dr. Scott Ewing and supervise the work 
of preparing a handbook based upon the 
important data he is collecting. 

The Subcommittee on Meters will make 
further tests on small flow tests and re- 
vision of meter specifications. 

While it is anticipated that papers on 
all of the above mentioned subjects will 
be presented at either the Conferences 
or the Fall Meeting, it is quite possible 
that the plans of the various committees 
may be changed and no report made this 
year on some subjects and other subjects, 
not anticipated at this time, will take 
their place. 


COMFORT FROM GAS 
(Continued from page 21) 
fluctuations of voltage caused by the 
on and off cycle of the 15 H.P. com- 
pressor motor and to insure fully auto- 

matic control. 


Discussion 


A cost estimate for replacement of 
the present silica gel and condensing 
unit combination with one freon re- 
frigerating unit to accomplish both de- 
humidification and cooling showed an 
increased investment of approximately 
$200. In other words, for this par- 
ticular installation there is little differ- 
ence in initial cost, the balance be- 
tween the two types of systems with 
this percentage latent heat removal be- 
ing apparently for jobs in the range of 
30 to 35 tons of refrigeration. Opera- 
tion of the above mentioned freon re- 
frigerating unit to replace the present 
silica gel set-up would have caused 


substantially no increase in operating 
cost. 

Based on data obtained from the 
operation of the Beeville plant, to- 
gether with estimated figures on other 
silica gel designs it is concluded that 
silica gel gas dehumidifiers, from the 
standpoint of initial investment and 
economy in operation, have their prin- 
ciple application in comfort air condi- 
tioning installations larger than the 
average residential and small office 
type. The ratio of latent to total heat 
removed from the air is an important 
factor in addition to prevailing utility 
rates which directly influences the 
point of economic balance. While the 
silica gel dehumidifier finds its prin- 
cipal application with the larger instal- 
lations, particularly in the South where 
water temperatures are usually high, an 
exception to this is found where a 
sufficient quantity of cheap well water 
is available at temperatures of 70° or 
lower which can be used for cooling 
in connection with the dehumidifiers. 

Tests conducted at Beeville have 
shown the great flexibility of gas-op- 
erated silica gel equipment over a wide 
range of weather conditions. Positive 
and independent control of tempera- 
ture and humidity is accomplished 
without resort to low temperature cool- 
ing. 

The gas consumed for summer 
cooling of the office building in this 
territory is approximately three times 
the winter heating requirement and it 
is an off peak load. 


INDUSTRIAL GAS AND 
THE BALANCE SHEET 


(Continued from page 35) 


South Texas? City officials all over the 
system, Chamber of Commerce executives 
and other substantial citizens have writ- 
ten unsolicited letters, expressing ap- 
preciation of the enlightened policy that 
has brought about favorable publicizing 
of their own cities and towns as well as 
of our gas industry. I refer again to my 
previous comment that the sale of gas 
for industrial use (and I now add to it 
the advertising of gas for industrial use) 
in industrial communities in which gas 
may be used profitably are potent sources 
of customer and general civic goodwill. 
Industrial gas sales are desirable; they 
help to solve operating problems, to sat- 
isfy commitments for gas takings, and to 
equalize our pressures, labor and other 
requirements. Industrial sales are advan- 
tageous; they require no such financial 
additions to plant investment as is re- 
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quired by initial domestic distribution. In- 
dustrial sales are profitable; often their 
net profit constitutes the difference between 
red figures and black in gas company 
operations. 

This desirable, advantageous and _prof- 
itable business of industrial gas selling 
needs, first, constant improvement in gas 
equipment through practical development 
under actual conditions by equipment 
manufacturers; second, research properly 
directed, adequately financed, unanimously 
supported by the gas industry and equip- 
ment manufacturers to the end that our 
industry may have the benefit of scientific 
and experimental study, directed towards 
all possible applications of gas to indus- 
trial use; and, third, it needs advertising, 
modern, interesting, truthful, supported by 
and based on an intelligent and compre- 
hensive survey service for potential cus- 
tomers to the end that all business which is 
interested in growth and development shall 
find to be an indispensable part of its 
progress,—that industrial essential,—indus- 
try’s most efficient fuel,—GAS. 


Association Holds Annual 


President’s Dinner 


IXED seriousness and good humor 
prevailed at the President's Dinner 
of the American Gas Association which 
took place December 8 at the Engineers’ 
Club in New York City. An annual affair 
to acquaint new officers of the Association 
with one another and to discuss plans of 
the various Sections for the coming year, 
the dinner was attended by the Association's 
officers and members of headquarters’ staff. 
President Herman Russell, acting as 
toastmaster, invoked an informal vein of 
humor throughout the proceedings which 
greatly enlivened the event. His opening 
and closing remarks were the highlight of 
an interesting evening. 

Among those who spoke briefly on Asso- 
ciation affairs were: N. C. McGowen, vice- 
president; T. J. Strickler, chairman, Com- 
mittee To Conduct National Advertising; 
Henry Obermeyer, chairman, Publicity and 
Advertising Committee; George E. Welker, 
chairman, Natural Gas Department; Ralph 
L. Manier, chairman, Industrial Gas Sec- 
tion; M. I. Mix, chairman, Technical Sec- 
tion; Herbert E. Cliff, chairman, Accounting 
Section; Hugh Cuthrell, vice-chairman, 
Commercial Section; John A. Fry, chair- 
man, Manufacturers’ Section, and Alexan- 
der Forward, managing director. 

Other guests included: Hale A. Clark, 
vice-chairman, Industrial Gas Section; J. V. 
Postles, vice-chairman, Technical Section, 
and R. M. Conner, director, A.G. A. Lab- 
oratories. 

Members of Association’s headquarters’ 
staff, in addition to Managing Director 
Forward, present were: H. W. Hartman, 
K. R. Boyes, Paul Ryan, C. W. Person, 
John W. West, Jr., Eugene D. Milener, 
A. Gordon King, C. G. Segeler, and J. M. 
Beall. 
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Testing Laboratories 


R. M. Conner, Director Managing Committee: J. S. DeHart, Jr., Chairman N. T. Sellman, Secretary 











Subcommittee on Approval Requirements for Gas Ranges which met October 21 and 22 at The United Gas Improvement 
Company Laboratory in Philadelphia, Pa., to review comments submitted on recommended revisions to approval standards. 
Left to right: A. M. Apmann, Derby Gas & Electric Co.; N. J. Reiff, United Gas Improvement Co.; J. R. Denise, Con- and 
solidated Edison Co. of New York, Inc.; J. A. Whittington, The Peoples Gas Light and Coke Co.; P. J]. Gratiaa, The the 
St. Louis County Gas Co.; F. R. Wright, A.G.A. Testing Laboratories; C. C. Winterstein (Chairman), United Gas 
Improvement Co.; C. R. Graham, James Graham Mfg. Co.; H. E. Haby, Standard Gas Equipment Corp.; W. Z. Friend, 

Phillips Petroleum Co.; F. O. Suffron, A.G. A. Testing Laboratories and 1. V. Brumbaugh, American Stove Co. and 
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Subcommittee on Approval Requirements for Gas Water Heaters shown with a number of guests at one of its recent 

sessions at the A.G.A. Testing Laboratories in Cleveland, Ohio, on November 19 and 20. Left to right: Arthur La- ance F 

Capria, Pittsburg Water Heater Corp.; H. J. Hill and Arthur Friedman, Cleveland Heater Co.; J. A. Whittington, mittee. 

The Peoples Gas Light and Coke Co.; A. Stack, Washington Gas Light Co.; W. M. Couzens, A.G. A. Testing Lab- ing th: 

oratories; E. J. Horton (Chairman), The Ruud Mfg. Co.; F. R. Wright, A.G. A. Testing Laboratories; W. Z. Friend, of int 

Phillips Petroleum Co.; R. M. Conner, A.G. A. Testing Laboratories; M. G. Farrar, Carbide and Carbon Chemicals would 
Corp. and P. H. Hamilton 
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ADVERTISING AND THE 
APPROVAL SEAL 


(Continued from page 17) 

was recommended by the Subcommittee 
on Approval Requirements for Gas 
Ranges at its March, 1936, meeting. 
The plan was considered by the A.S.A. 
Sectional Committee, Project 221, 
A. G. A. Approval Requirements Com- 
mittee, of which R. B. Harper, vice- 
president of The Peoples Gas Light 
and Coke Company, is chairman, at 
the April meeting of that body. And a 
special subcommittee, headed by H. E. 
G. Watson of The Consumers’ Power 
Company of Toronto, was appointed 
to study the matter and make recom- 
mendations. Mr. Watson’s group ap- 
proved the idea and prepared a pro- 
spectus of such a plan book, which 
will be reviewed by Mr. Harper's com- 
mittee in January. It is expected that 
the action of this group will be re- 
ferred to Mr. Mullaney’s Committee 
on Laboratory Publicity. 

Other publicity and advertising plans 
are under consideration by Mr. Mul- 
laney’s committee which, when finally 
worked out, should be of considerable 
assistance to advertising departments 
and others in making effective use of 
the story behind the Laboratories’ ac- 
tivities for promoting the sale of gas 
and gas appliances. There is already 
much material and data available at 
the Laboratories, such as photographs 
of appliances under test and testing 
equipment, descriptive booklets on the 
purposes and functions of the Labora- 
tories, articles on special subjects and 
test standards, which may be secured 
by advertising departments upon re- 
quest. 


COMMERCIAL SECTION 
ACTIVITIES 


(Continued from page 31) 


to ten days and to be held in Cleveland in 
June. It would be conducted by commit- 
tee members and it is hoped to attract 
students graduated during the current year 
and also teachers or workers in other fields 
who aspire to home service positions. It 
will be open to gas companies who wish to 
send members of their home service staffs 
for additional instruction. 


Appliance Financing and Dealer Relations 

H. E. Dexter, chairman of the Appli- 
ance Financing and Dealer Relations Com- 
mittee, reported at the organization meet- 
ing that the committee would issue a series 
of interim bulletins, each one of which 
would summarize the salient features and 
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results of financing plans used by 15 or 
20 company members. 

Mr. Dexter also discussed the recom- 
mendation of George L. Bird made at the 
A.G. A. convention that a joint committee 
representing the American Gas Association 
and the National Association of Master 
Plumbers meet to prepare a written form 
of working agreement for the use of gas 
companies and plumber-dealer groups. It 
was the consensus of those present that the 
committee should meet with representatives 
of the master plumbers’ association and do 
whatever is practical concerning the recom- 
mendation. 

R. J. Rutherford stated that the New 
England Gas Association had done a large 
amount of work on appliance financing and 
dealer cooperative activities, as well as 
other activities which would be covered by 
the Commercial Section during the year. 
He urged committee chairmen to make an 
effort to recognize and utilize the work of 
other associations to the fullest possible ex- 
tent. 

Refrigeration 

Work of the Refrigeration Committee, 
Hall M. Henry, chairman, will again center 
around a national sales contest. Last year’s 
contest, with companies representing ap- 
proximately ten million meters participating, 
added an estimated billion and a half cubic 
feet of gas to the annual output of the par- 
ticipating companies. The contest was held 
during the months of April, May and June. 

The 1937 contest will be modified to a 
degree reflecting the experience gained in 
previous campaigns. 

Other activities of the Refrigeration 
Committee are expected to include tabula- 
tion of the best sales policies, procedures 
and selling points on gas refrigeration, and 
preparation of a series of bulletins describ- 
ing various refrigeration campaigns and 
their effect in stimulating the sale of gas 
refrigeration. 


Appliance Installation and Servicing 

Methods of developing cooperation be- 
tween plumber-dealers and gas company 
service departments, the extent of service 
which should be rendered free, and other 
important problems are among those to be 
considered by the Appliance Installation and 
Servicing Committee, Lee Holtz, chairman. 

At the organization meeting, Mr. Holtz 
reviewed the recommendation of the previ- 
ous committee that round table discussions 
be held in connection with the regional 
sales conferences at which time those in 
charge of servicing for gas companies in 
different sections would discuss a_pre- 
arranged subject. This committee had fur- 
ther recommended that no attempt be made 
to publish the records of these discussions 
except where policies could be agreed upon 
for national application. While final dis- 
position of this matter has not been made, 
it was decided to ask a number of gas util- 
ity representatives to serve as regional vice- 
chairmen for the primary purpose of or- 
ganizing and conducting the regional round 
table discussions. Members of the Manag- 
ing Committee also recommended that the 
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committee continue its work along job 
training procedures for effective appliance 
installation and servicing. 


Domestic Range 

Present plans for the Domestic Range 
Committee, L. W. Johnson, chairman, in- 
dicate that there will be no national sales 
contest sponsored by the committee dur- 
ing 1937. It is proposed that the range com- 
mittee issue one or more bulletins on the 
results of a survey under way in Chicago 
to disclose the reasons why people recently 
have bought gas ranges. This survey and 
those in process by other companies are 
expected to furnish valuable data for use 
in national and local advertising copy. 


Home Modernization 

H. H. Swenson, chairman of the Home 
Modernization Committee, will serve as a 
home modernization counsellor to the var- 
ious companies interested in organizing and 
conducting kitchen planning for home 
modernization bureaus. This will be done 
by a series of bulletins dealing with recom- 
mended practices, methods and_ theories 
covering different phases of kitchen plan- 
ning activities. 

Hugh Cuthrell, during a discussion of 
this subject, outlined briefly the cooperative 
work of his company with certain Brooklyn 
banks in modernizing old single-family 
houses by dividing these houses into multi- 
family apartments completely equipped with 
gas appliances. This work is being done 
through the Federal Housing Administra- 
tion program and promises to convert these 
properties into profit makers for the owners. 

It was suggested that Mr. Cuthrell ob- 
tain the cooperation of the Washington 
office of the F.H.A. in making this a na- 
tional movement for the gas industry and 
that Mr. Swenson should include this sub- 
ject in his list of interim bulletins sched- 
uled for early publication. It was pointed 
out that such a program should be broad 
and fair with regard to the inclusion of 
electric appliances if it is to be adopted 
generally by the industry. 


Window Display 

The Window and Store Display Com- 
mittee, H. Vinton Potter, chairman, plans 
to prepare a display bulletin for distribu- 
tion quarterly during the Association year. 
It is hoped to secure the cooperation of a 
large number of contributing members who 
will forward photographs and descriptions 
of their displays for publication in the 
bulletins. 


Nominating Commitiee Change 

Membership of the Nominating Commit- 
tee has been enlarged to include the last 
four or five past chairmen of the Section 
so that the committee could act as an Ad- 
visory Committee to officers of the Section 
during the Association year, as well as ful- 
fill its nominating functions. This -will 
give the officers the benefit of the judgment 
of recent past-chairmen and in all probabil- 
ity will make unnecessary any further meet- 
ings of the Managing Committee as a 
whole. 
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SERVICES OFFERED 


Accounting, Auditing, Bookkeeping, 
Clerical and Office Workers 


Consultant, long experience as manager, cos- 
mopolitan cities, desires temporary engage- 
ments to investigate, criticize or cooperate 
in the handling of customer accounts, deal- 
ings with customers, personnel, accident 
compensation, negligence claims. Anything 
pertaining to the business or customer side 
of the gas industry. Any city, any time, 
long or short periods. *1083. 


Advertising, Publicity 
and Public Relations 


(Classification records available) 


Chemists, Physicists 
and Research Workers 


(Classification records available) 


Engineers 


Gas engineer nineteen years’ designing, manu- 
facturing, erecting and operating producers, 
blue an carburetted water gas plants. Ex- 

rienced with all kinds fuels; five years in 

ussia. Not particular, anything from fore- 
man to chief engineer large plant or cron 
small gas properties. Best references. 

Graduate mechanical engineer—Broad techni- 
cal experience in the gas industry, including 
both manufactured and natural gas—sales, 
production, utilization, distribution, con- 
struction, rate making, appraisals and re- 
ports. Available on short notice. 1080. 


Appraisal engineer, four years appraisal ex- 
perience on gas and electric utilities and 
background of more than twenty-five years’ 
actual management, operation and construc- 
tion of manufactured and natural gas util- 
ities. Have made rate studies, written re- 
ports and very familiar with public utility 
accounting. Available immediately. 1091. 


Managers and Superintendents 


Twenty years of experience in executive ca- 
pacity in utility management, includin 
electrical contracting and merchandising o 
fixtures, electrical ranges and seblaering 
machines; in last eight years’ management 
of forty- three million dollar company, gross 
earnings increased four and one- -half and 
net earnings ten and one-fourth times. 1085. 


Salesmen and Sales Engineers 


Salesman in Metropolitan area New York and 
nearby States seeks position to represent 
manufacturer in gas appliances, gas fired 
boilers, gas ranges, water heaters all types 
and refrigerators. Has an established trade 
for last fifteen years among gas companies, 
wholesalers, distributors and plumbers and 
dealers, architects, builders. 1076. 

Thoroughly experienced sales engineer in in- 
dustrial gas and gas house heating, services 
available at once, twelve years’ experience 
in gas utility new business operations. 1077. 

Utilization and sales engineer. Long experi- 
ence in househeating, industrial applications 
and restaurant equipment. Can make com- 
plete investigation and survey and select 
proper equipment; can direct correct installa- 
tion. Thorough in inspection and maintenance 
of Lo liances. Can manage a department for 
a utility. Will represent a manufacturer in 
the | New York Metropolitan area. 


Salesman, good education and training wants 


connection in sales department. Can make 
house heating surveys and sales. Eleven 
years in the gas industry. In good health 
and will go anywhere (35). 1079. 

Can you use any of these: Ability to get and 
hold dealer cooperation, general sales-promo- 
tional and lic relations or advertisin 
service, singly or in combination, all ripened 
by broad business experience and supported 
by impressive proof? Available without de- 
lusions of gra r as to compensation. 1062. 


Sales and promotion of appliances for house- 


heating, domestic and small power and in- 
dustrial installations. Previous utility ex- 
perience includes supervising and operating 
mixed gas systems, natural gas changeover, 
distribution and utilization. 1084. 
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Personnel Service 


SERVICES OFFERED 


Salesmen and Sales Engineers 


(continued) 


Services of able and energetic man offered as 
representative in New York holding corpora- 
tion utility fields: proposed work to cover 
sales promotion and presentation of products 
to utihity headquarters and passing back re- 
action of reception along with suggestions 
to factory executive. Interview requested 
with substantial manufacturer. 1086. 


Sales representative for range manufacturer in 
any astern territory; aggressive and ca- 
pable, college graduate; successful manage- 
rial experience on propane bottled gas with 
company which has enjoyed exceptional 
growth in territory served. (32). 1087. 


Gas sales engineer. College graduate, ex- 
perienced in marketing natural gas to in- 
stitutiens for heating; oil refineries, glass 
and paint companies; ceramic, ice and power 
plants, salt companies and heat treating 
plants. Familiar with design and installa- 
tion of metering, regulating and burning 
equipment. Now employed. 1088. 


Sales engineer. Househeating, water heating 
and industrial application. Supervisory ca- 
pacity. Experience covers surveys, sales, 
maintenance, sales promotion, reports, in- 
stallation, service and repairs. Broad gen- 
eral and technical knowledge and excel- 
lent public relations. Married. 1089. 
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SERVICES OFFERED 


Salesmen and Sales Engineers 


(continued) 


As factory representative and salesman, with 
high grade gas range manufacturer or other 
gas appliance, approved by the A. G. A. Am 
familiar with the gas utilities of New York 
State, their personnel, also dealers. Am a 
producer and hustler. 


College graduate (29) single, with over five 
years’ experience on gas house heating sales, 
installation, and service work with gas com- 
pany. Can make surveys, prepare estimates, 
supervise installations, and train service 
men as well as salesmen. Desires position 
manufacturer or gas company. 1093. 


Do you need an industrial gas salesman or 
house heating supervisor? I am a graduate 
engineer with over ten years’ experience in 
this work and have had responsible charge. 
I should like to discuss your problems and 
my experience with you. 1094, 


Miscellaneous 


Young man, university graduate 1936, B.S. 
Economics, public affairs major; Maecenas 
in public relations work. Desires to be- 
come associated with gas or electric com- 
pany, willing to learn business and start as 
a cadet. Good worker, references. 1090. 





1937 our 24th Year 


Analysis and classification of the adver- 
tisements printed in the “Services Offered” 
columns for the year 1936 indicate that they 
may be conveniently “broken down” into 
the foregoing headings. It is believed this 
arrangement will better serve the con- 
venience and conserve the time of employers 
when considering the qualifications and ex- 
perience of prospective employees. 

May we remind our readers that this 
service is free to all members; that each 
advertisement is supported by a Confiden- 
tial Classification Record which furnishes, 
with brevity and clarity, detailed informa- 
tion about the personal, educational, and 
professional qualifications and experience 
of the individual. The accuracy of the 
classification record is currently maintained 
with regard to availability and street ad- 
dress every six months by means of special 
postcards; failure to acknowledge, or re- 
turn of the card, via the Post Office, in 
thirty days, automatically transfers an appli- 
cant’s papers to the inactive list. 

Twenty-four years ago the first adver- 
tisement was published in the first issue 
(January 1913) of the National Commer- 
cial Gas Association Bulletin; the service 
was introduced as follows: 

“This column of the Bulletin is open 
to the companies who desire to avail 
themselves of the privilege, and all 
communications will be held strictly 
confidential. 

“Space does net permit of our pub- 
lishing the requests of all applicants 
for positions, but the Association, in 
confidence, will be glad to receive ap- 
plications for positions for its members, 
which should state fully all partic- 
ulars, experience, salary desired, and 
position wanted. 

“Many requests come in from time to 
time from companies offering excellent 
opportunities, and any applications on 
file will be submitted to the companies 
inquiring. 

“No charge is made either to the 
company or applicant for the service 
which might be more fully taken ad- 
vantage of.” 


Six years later, and eighteen years ago, 
the American Gas Association Monthly (Vol. 
1, Nos. 11-12, November-December 1919), 
when publishing the first advertisement 
(Key No. 1) announced: 


“Our purpose is to be of service to 
both employers and employees among 
members and we shall build up this 
department and the facilities it can of- 
fer as a clearing house to keep pace 
with the demands made upon us. No 
charge is made for the service and all 
communications are regarded as strictly 
confidential.” 


It will thus be seen that this service has 
been available to the industry through good 
and bad times for nearly a quarter of a 
century and we earnestly bespeak the in- 
terest of employers in making every use of 
Personnel Service to an even greater extent 
than they have in the past; to summarize: 


The advertising columns are available to mem- 
bers of the Association without charge. 

The space available for the “Services Offered” 
advertisement is limited to fifty words and 
the key number assigned protects the in- 
dividual and provides as confidential treat- 
ment as can consistently be given. 

For the Association member a minimum of 
three consecutive insertions (Services Of- 
fered) of the same advertisement is cus- 
tomarily provided and for the non-member, 
associated with the industry, one insertion 
whenever space permits. 

For the advertisement by gas company or 
manufacturer in the “Positions Open” col- 
umn, the key number automatically guaran- 
tees completely confidential treatment; the 
identity of the advertiser is never re vealed 
under any circumstances without his written 
permission. 


Personnel Service correspondence during 
the year 1936, and notably toward its close, 
seems to indicate a distinctly better spirit 
and more encouraging tone. We confidently 
look forward to the time, in the very near 
future we hope, when calls for men will 
outnumber the proffers of service. 

May the New Year bring the best to all 
readers and users of this page. 

















— 
eh 











Advisory Council 


H. C. ABELL New Orleans, La. 
C. E. BENNETT 

HOWARD BRUCE 

FRANK L. CHASE 
A. S. Corson 


Pittsburgh, Pa. 
Baltimore, Md. 


F. A. MILLER Bradford, Pa. 


_ Wm. MOELLER, JR. ....... Los Angeles, Calif. 


New York, N. Y. 
CLIFFORD E. PAIGE 
J. A. PERRY... 








B. J. DENMAN 
F. C. FREEMAN 


R. W. GALLAGHER 
F. L. GRIFFITH 

O. S. HAGERMAN 
C. A. HARRISON 
SAMUEL INSULL, JR 


Providence, R. I. 
Knoxville, Tenn. 
New York, N. Y. 


Philadelphia, Pa. 
Los Angeles, Calif. 


Geo. W. RATCLIFFE 


Brooklyn, N. Y. 
Pittsburgh, Pa. 


Tuos. E. ROACH 


Chicago, Ill. 
Toledo, Ohio 


Pittsburgh, Pa. 


J. M. RoBerts 
W. FRANK ROBERTS 


Baltimore, Md. 
Kansas City, Mo. 
New York, N. Y. 
Burlington, N. J. 
Pittsburgh, Pa. 
Los Angeles, Calif. 
Pittsburgh, Pa. 
New York, N. Y. 





AFFILIATED ASSOCIATIONS 


Association of Gas Appliance and 
Equipment Manufacturers 

Pres.—William T. Rasch, American 
Gas Products Corp., New York, 
N. Y 


Exec. Sec—C. W. Berghorn, 60 
East 42nd St., New York, N. Y. 


Canadian Gas Association 

Pres —W. H. Munro, Ottawa Gas 
Co., Ottawa, Ont., Canada. 

Sec.-Tr.—G. W. Allen, 183 Glen- 
garry Avenue, Toronto. 


Empire State Gas and Electric As- 
sociation 

Pres—E. R. Acker, Central Hud- 
son Gas & Electric Co., Pough- 
keepsie, N. Y. 

Chairman, Gas Section—R. R. 
Bogie, Kings County Lighting 
Co., Brooklyn, N. Y. 

Acting Sec.—George H. Smith, 
Grand Central Terminal, New 
Yor, N.Y. 


Illinois Public Utilities Association 

Pres—A. D. Mackie, Central Illi- 
nois Light Co., Springfield, Ill. 

Sec—Jack Abbey, 607 Leland Of- 
fice Bldg., Springfield, Ill. 


Indiana Gas Association 

Pres.—L. C. Heavner, Northern In- 
diana Public Service Co., Fort 
Wayne, Ind. 

Sec.-Tr.—P. A. McLeod, New Cas- 
tle, Ind. 


Michigan Gas Association 

Pres.—Newell E. Loomis, Detroit 
City Gas Co., Detroit, Mich. 

Sec.-Tr.—A. G. Schroeder, Grand 
Rapids Gas Light Co., Grand 
Rapids, Mich. 


Maryland Utilities Association 

Pres.—F. A. Alexander, Conowingo 
Power Co., Elkton, Md. 

Sec.—E. J. Hand, Conowingo Power 
Co., Elkton, Md. 


Mid-West Gas Association 

Pres—H. M. Smith, Iowa Public 
Service Co., Waterloo, Ia. 

Sec.-Tr—Roy B. Searing, Sioux 
City Gas & Electric Co., Sioux 
City, Iowa. 


Missouri Association of Public 
Utilities 

Pres.—C. E. Michel, Union Elec- 
tric Light & Power Co., St. 
Louis, Mo. 

Sec.-Tr—N. R. Beagle, Missouri 
Power & Light Co., Jefferson 
City, Mo. 

Asst. Sec.—Jesse Blythe, 103 West 
High St., Jefferson City, Mo. 


New England Gas Association 

Pres—F. L. Ball, New England 
Power Association, Boston, Mass. 

Exec. Sec.—Clark Belden, 41 Mr 
Vernon St., Boston, Mas. 


New Jersey Gas Association 

Pres.—William S. Potter, Elizabeth- 
town Consolidated Gas Co., Eliz- 
abeth, N. J. 

Sec.-Tr—G. B. Webber, Public 
Service Electric and Gas Co., 
Newark, N. J 


Ohio Gas and Oil Men's Association 

Pres.—Harry F. Moran, Ohio Oil 
Co., Findlay, Ohio. 

Sec.-Tr—Frank B. Maullar, 811 
First National Bank Bldg., Co- 
lumbus, Ohio. 


Oklahoma Utilities Association 
Pres.—C. A. Breitung, Southwest 
Gas Utilities Corp., Ada, Okla. 
Acting Sec.—Kate A. Niblack, 625 
ee Hotel, Oklahoma City, 
a. 


Pacific Coast Gas Association 

Pres.—James F. Pollard, Seattle Gas 
Co., Seattle, Wash. 

Mang. Dir.—Clifford Johnstone, 
447 Sutter St., San Francisco, 
Calif. 


Pennsylvania Gas Association 

Pres.—H. N. Squier, Scranton-Spring 
Brook Water Service Co., Scran- 
ton, Pa. 

Sec.—Frank W. Lesley, Pennsyl- 
vania Gas & Electric Co., York, 
Pa. 


Pennsylvania Natural Gas Men's 
Association 

Pres—H. D. Freeland, Waynes- 
burg, Pa. 

Sec.-Tr.—B. H. Smyers, Jr., 435 
Sixth Ave., Pittsburgh, Pa. 


Southern Gas Association 

Pres.—H. E. Meade, New Orleans 
Public Service Inc.. New Or- 
leans, La. 

Sec.-Tr.—S. L. Drumm, New Or- 
leans Public Service Inc., New 
Orleans, La. 

The Public Utilities Association of 
Virginia 

Pres.—T. Justin Moore, Va. Elec. 
& Power Co., Richmond, Va. 

Wisconsin Utilities Association 

Pres.—Frank A. Coffin, The Milwau- 
kee Electric Railway & Light Co. 
Milwaukee, Wis. 

Exec. Sec._—A. F. Herwig, 135 West 
Wells St.. Milwaukee, Wis. 
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